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Over  the  years,  Cerumol  has  been 
working  to  help  millions  of  people 
who  suffer  from  the  problem  of 
hardened  ear  wax. 

Cerumol  works  effectively  by 
softening  and  loosening  ear  wax, 
making  syringing  easier  and 
often  unnecessary.1 

Cerumol  has  an  established  track 
record  so  you  can  recommend 
with  confidence, 

Cerumol  will  be  actively  promoted 
this  year  and  that  will  increase 
consumer  demand  for  this  "all  time 
classic'.  Be  in  on  the  scene  and 
stock  Cerumol,  which  covers  Poth 
prescription  and  OTC  needs. 
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CERUMOL 

An  arachis  oil  base  containing 
paradichlorobenzene  and  chlorbutol. 

EAR  DROPS 

Sound  advice  for  decades 


m 


Further  information  is  available  from: 
Laboratories  for  Applied  Biology  Ltd 
91  Amhurst  Park,  London  N16  5DR 
Telephone  0181 -800  2252 


CERUMOL  Product  licence  held  by  Laboratories  for  Applied 
Biology  Ltd  .  91  Amhurst  Park,  London  N16  SDR  Uses: 
Occlusion  or  partial  occlusion  of  external  auditory  meatus 
by  either  a  collection  of  soft  wax  or  a  harder  wax  plug  Dosage 
and  administration:  With  the  head  inclined,  5  drops  are  put 
into  the  ear.  This  may  cause  a  harmless  tingling  sensation 
A  plug  of  cotton  wool  moistened  with  Cerumol  should  then 
be  applied  to  retain  the  liguid.  One  hour  later,  or  the  next 
morning,  the  plug  is  removed  The  procedure  is  repeated  twice 
a  day  for  three  days:  the  loosened  wax  may  then  come  out  on 
its  own,  making  syringing  unnecessary.  If  any  wax  remains, 
the  doctor  should  be  consulted  so  that  syringing  of  the 
softened  residue  may  be  carried  out  Contra-indications, 
warnings,  etc:  Otitis  externa,  seborrhoeic  dermatitis,  eczema 


affecting  the  external  ear  and  perforated  ear  drum.  Although 
there  have  not  been  any  reports  of  reactions,  patients  known 
to  be  allergic  to  peanuts  are  advised  not  to  use  Cerumol,  which 
contains  arachis  oil  which  comes  from  peanuts.  Use  in 
pregnancy  No  side-effects  have  been  reported.  Other  special 
warnings  Not  to  be  taken  internally.  Do  not  use  for  more  than 
three  days  If  the  condition  persists,  consult  your  doctor  Price: 
£1  72  (excluding  VAT)  for  11ml  vial  with  separate  dropper. 
Legal  category:  P  Product  licence  number:  01 1 8/001 3R. 
References  1 .  Frazer,  J.G.,  J.  Laryng  &  Otol.  1970,  84,  1055 
2  Holmes  R  C  ,  Johns  A  M.,  Wilkinson  J.D.,  Black  M  M.. 
Rycroft  R  J  G  ,  J  Soc  Med  ,  1982;  75,  27-30 
Cerumol "  is  a  registered  trade  mark 
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Making  Pharmacy 
Week  last  all  year 

Lloyds  board  reshuffle 
as  Peter  Lloyd  resigns 


New  Bazuka  Gel,  with  its  clinically  proven 
prescription  heritage,  is  targeted  for  success 
-  in  treatment  and  for  your  business. 

Bazuka  offers  simple,  effective  treatment  for 
verrucas,  warts,  corns  and  calluses.  It  dries 
to  form  a  unique,  water-resistant  protective 
barrier  designed  to  help  inhibit  the  spread  of 
the  verruca/wart  infection,  without  the  need 
for  plasters. 

To  make  its  mark,  Bazuka  will  be  supported 
by  a  hard-hitting  National  Press  and  TV 
c a  m  pa  i  g  n ,  e n  c o u  r  aging  customers 

everywhere  to  visit  their  local  pharmacy. 


For  the  treatment 
of  verrucas,  warts, 
corns  and  calluses 

■  Uniquely  formulated,  clinically  proven  treatment 

■  Dries  to  form  a  water-resistant,  protective  barrier 

■  Designed  to  inhibit  spread  of  the  verruca/wart  infection 

■  No  plasters  necessary  ■  Simple,  once-daily  application 


bazuki 


|bazuka> 
lor  the  treatment  ot  vemicas,  warts,  corns  and  caltes 


FORMS  A  WATER-RESISTANT  BARRIER  -  NO  NEED  FOR  PLASTERS 

BAZUKA  Trademark  and  Product  Licence  held  by  Diomed  Developments  Ltd  ,  Hitchm,  UK  Distributed  by  ODD  Ltd ,  94  Rickmansworth  Road,  Watford,  Herts,  WD1  7JJ  Active  Ingredients:  Salicylic  Acid  BP  12.0%  w/w,  Lactic 
Acid  BP  4  0%  w/w  Also  contains  Camphor  BP,  Pyroxylin  BP,  Ethanol  (96%)  BP  Ethyl  Acetate  Indications:  For  the  treatment  of  verrucas,  warts,  corns  and  calluses  Directions  for  adults,  including  the  elderly,  and 

children:  Apply  one  or  two  drops  to  the  lesion  and  allow  to  dry  to  form  a  small  white  patch  The  following  day,  carefully  peel  or  pick  off  the  dried  patch,  and  apply  fresh  gel  Once  every  week,  before  applying  fresh  gel,  gently 
rub  the  treated  surface  with  the  emery  board  provided  Continue  treatment  until  the  condition  has  resolved  This  may  take  up  to  12  weeks  for  certain  verrucas  and  warts  Contra-indications:  Not  to  be  used  on  the  face  or 
anogenilal  regions,  or  by  diabetics  or  individuals  with  poor  blood  circulation  Not  to  be  used  on  moles,  birth  marks,  hairy  warts,  or  any  other  lesion  for  which  the  gel  is  not  indicated  Not  to  be  used  in  cases  of  sensitivity  to  any 
of  the  ingredients  Precautions  and  Warnings:  Keep  away  from  the  eyes,  mucous  membrane  and  from  cuts  and  grazes  Avoid  spreading  onto  surrounding  normal  skin  Do  not  use  excessively  Some  mild,  transient  irritation 
may  be  expected,  but  in  cases  ot  more  severe  irritation,  treatment  should  be  discontinued  Avoid  inhaling  vapour,  and  keep  cap  firmly  closed  when  not  in  use  Avoid  contact  with  clothing,  fabrics,  plastics  and  other  materials  as 
it  may  cause  damage  Keep  all  medicines  out  of  the  reach  of  children  HIGHLY  FLAMMABLE  Keep  away  from  flames  Store  at  room  temperature  (not  exceeding  25°C).  with  the  cap  replaced  tightly 
|  FOR  EXTERNAL  USE  ONLY  |  Legal  Category:^  (PL  0173/0161)  Packs:  5g,  RSP  £3  95  (£3  36  exc  VAT) 
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June  19  -  the  first  day  of  the  first  Pharmacy 
Week  -  is  the  first  day  of  the  rest  of  tin1 
profession's  life.  On  that  day,  the  static 
display  put  together  for  healthcare 
professionals  and  policymakers  (and  later,  on 
June  22,  for  100  or  so  'booked'  MPs  in  the  Palace 
of  Westminster)  will  encapsulate  pharmacy  of 
today  and  tomorrow  in  two  dimensions. 

All  week,  throughout  the  UK,  pharmacy 
initiatives  will  show  patients  and  opinion-formers 
at  local  level  the  same  thing  in  three  dimensions. 
Most  importantly,  actual  practitioners  will 
demonstrate  to  end-users  and  local  'politicians' 
the  pharmacy  arts.  And  it  is  at  this  time  that  the 
actions  of  community  pharmacists  will  be  worth 
much  more  than  the  thousands  of  words  and 
hundreds  of  pictures  that  the  public  relations 
machine  will  have  hoped  to  have  prompted  in  the 
media  countrywide. 

That  pharmacy  has  much  to  offer  fellow  health 
professionals  and  the  patient/consumer  (  or  is  it 
the  patient  consumer?)  is  a  self-evident  truth 
which  Pharmacy  Week  should  underscore. 

Assuming  that  the  Week  is  repeated  in  1996 
(News  Review,  p946),  the  profession  should  have 
a  clearer  vision  of  its  future,  if  Council  succeeds 
in  producing  a  pharmacy  manifesto  by  then 
(News,  p945).  Better  by  far  would  have  been  that 
the  manifesto  was  in  place  now  to  blazon 
pharmacy's  hopes  for  the  future  on  the 
profession's  brilliant  past. 

Notwithstanding  the  delays  in  distilling  Nuffield, 
Pharmaceutical  Care  and  Pharmacy  2000  into 
meaningful  reality  for  pharmacists  and  patients 
(News,  p945),  having  started,  this  time  the 
profession  must  finish  the  task.  For  politicians,  a 
week  is  a  long  time.  For  pharmacists,  Pharmacy 
Week  could  be  an  eternity,  if  it's  followed  by 
political  inaction,  or  an  impasse. 
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NEWS 


describing  fund  bids  details 


Four  North  West  region  bids  for 
the  Department  of  Health's  51 
million  prescribing  fund  have 
been  successful. 

The  approved  bids  are  Sefton 
Family  Health  Services  Authority 
for  its  repeat  prescription  review 
in  residential/nursing  homes; 
Lancashire  FHSA  for  pharmacist  - 
led  prescribing  seminars;  St 
Helens  &  Knowsley  FHSA  for 
pharmacist-led  prescribing  semi- 
nars; and  Wirral  FHSA  for  a  prac- 
tice-based pharmacist. 

Sefton  has  received  £76,500  to 
fund  a  team  of  five  or  six  pharma- 
cists In  spend  one  da.\  a  week  in 
the  area's  280  residential  and 
nursing  homes.  This  should  be 


split  50:50  to  cover  locum  fees 
and  training  and  evaluation. 

The  one-year  project,  which 
should  start  in  September,  stems 
from  preliminary  research  indi- 
cating that  "there  was  significant 
scope  for  closer  review".  Because 
of  the  number  of  homes  in  the 
area,  "GPs  were  finding  it  difficult 
to  meet  patients'  requirements", 
says  the  FHSA's  pharmaceutical 
adviser,  Fiona  Bates.  The  FHSA 
hopes  to  continue  the  project. 

Three  successful  bids  have 
been  achieved  in  the  South 
West  region,  including  Devon 
FHSA  for  a  repeat  prescription 
review  (Brown  Bag  programme); 
the  Isle  of  Wight  for  a  repeat  pre- 


scription intervention  study;  and 
Southampton  &  South  West 
Hampshire  Health  Commission 
for  a  repeat  prescription  review 
in  over-75s  (C&D  June  3,  p872). 

Trent,  with  Derbyshire  and 
Leicestershire  FHSAs,  has  been 
successful  in  a  bid  for  repeat  pre- 
scription reviews  and  Rotherham 
FHSA  for  prescribing  advice  at 
the  secondary/primary  interface. 

Anglia  &  Oxford  region  has  had 
two  of  its  bids  accepted. 
Northamptonshire  FHSA  for 
community  pharmacist-led  pre- 
scribing audits;  and  North  West 
Anglia  Health  Commission  for  a 
repeat  prescription  review  in 
elderly  domiciliaries. 


North  Thames'  two  successful 
bids  are  Hertfordshire  FHSA  for 
prescribing  advice  in  support  of  a 
pharmaceutical  advisor  (compar- 
ison study);  and  Kensington, 
Chelsea  &  Westminster  Health 
Agency  for  a  formulary  develop- 
ment programme. 

West  Midlands  region  sees 
funding  for  Birmingham  FHSA's 
community  pharmacist  support 
for  an  FHSA  prescribing  team; 
South  Thames  for  East  Sussex 
FHSA's  repeat  prescription 
review  intervention  study  (C&D 
April  1,  p872);  and  Northern  & 
Yorkshire  region  for  Leeds 
FHSAs  practice-based  advice 
(facilitated). 


Pharmacy  Week 
goes  to  the  House 


Parliamentarians  and  MPs  are  to 
be  briefed  on  Pharmacy  Week  at  a 
special  reception  in  the  House  of 
Commons. 

The  aims  of  the  Thursday  after- 
noon event  are  to  communicate, 
through  an  exhibition  and  brief- 
ing packs,  planned  Pharmacy 
Week  events  and  the  services  on 
offer  from  pharmacists.  Open 
from  4-6pm,  the  event  has  already 
attracted  100  promises  of  atten- 
dance, including  Margaret  Beck- 
ett and  Virginia  Bottomley. 

The  Pharmaceutical  Services 
Negotiating  Committee  is  hoping 
to  encourage  MPs  to  visit  their 
pharmacy  by  providing  local 
pharmaceutical  committees  with 
guidance  on  arranging  a  visit. 
"The  best  possible  advertisement 
for  the  profession  remains  the 
local  pharmacy  itself,"  it  says. 

Other  events  and  activities 
scheduled  for  the  Week  include: 

•  Lambeth,  Southwark  &  Lew- 
isham  LPC  is  organising  a  phar- 
macy information  stand  in  Lon- 
don's Waterloo  railway  station  on 
Pharmacy  Week  Monday. 

•  Procter  &  Gamble  is  to  run  a 
series  of  advertisements  in  the 
national  press  in  support  of  Phar- 
macy Week  on  June  19-20,  asking 
consumers:  'Have  you  talked  to 
your  local  community  pharma- 
cists about  medicines  recently?' 

•  Brent  &  District  branch  of  the 
Royal  Pharmaceutical  Society  is 
promoting  good  asthma  inhaler 
technique  in  schools  for  Phar- 
macy Week.  Pharmacists  are  to 


visit  four  schools  in  the  region 

•  Kingston  &  Richmond  Family 
Health  Services  Authority  and 
Local  Pharmaceutical  Committee 
are  running  Brown  Bag  medicine 
reviews  for  Pharmacy  Week  in  a 
travelling  healthmobile,  on  Phar- 
macy Week  Thursday  and  Friday. 

It  is  also  hoped  that  the  mayor 
of  Ham  will  officially  open  one  of 
five  consultation  rooms  funded 
by  South  Thames  Regional  Health 
Authority  initiative  (C&D  July  2, 
p5).  The  FHSA  is  also  running  a 
four-week  competition  in  a  local 
newspaper,  inviting  the  public  to 
nominate,  in  200  words,  the  most 
outstanding  local  pharmacist 

•  Radio  Sheffield  is  to  run 
behind-the-scenes  radio  reports 
with  pharmacist  Martin  Bennett, 
the  pharmacy's  counter  assistant 
and  dispensing  technician,  during 
Pharmacy  Week.  Local  press  is 
also  being  targeted  with  ads 

•  Tesco  is  producing  'Tesco  sup- 
ports Pharmacy  Week'  posters 
and  is  running  a  colouring  com- 
petition for  children.  Special 
pharmacist  resource  packs  are 
also  being  provided 

•  The  Pharmacy  Week  video  is  to 
be  on  south  London  cable  TV 

•  Lancaster  &  District  branch 
has  produced  ballpoint  pens  with 
the  'Ask  your  pharmacist'  slogan 

•  Moss  Chemists  in  Scotland  is 
organising  a  painting  competi- 
tion, inviting  local  children  to 
paint  their  view  of  pharmacy. 
Seton  Healthcare  has  donated 
5450  in  prize  money. 


Bayer  recalls  four  batches  of  Glucotide 


Bayer  Diagnostics  is  recalling 
four  batches  of  Glucotide  reagent 
strips. 

Hatches  ASSC5,  AS0C5,  C1MC5 
and  A95C5  (coded  2252)  have 
been  recalled  as,  they  may  fail  to 
give  a  blood  glucose  reading.  This 
may  result  in  the  Glucometer  4 


blood  glucose  meter  displaying 
an  error  code. 

Pharmacists  and  wholesalers 
are  requested  to  quarantine  these 
batches  and  return  them  for 
replacement.  Any  queries  should 
be  directed  to  Bayer's  sales  office 
on  01635  56(5210. 


Service  terms  changes  soon? 


The  Royal  Pharmaceutical  Soci- 
ety is  pushing  for  a  September 
change  in  pharmacists'  Terms  of 
Service  to  accommodate  the 
introduction  of  patient  packs. 

Speaking  at  the  CASE  launch 
(case  for  patient  packs),  Roger 
Odd,  the  Society's  head  of  prac- 
tice, said  the  profession  wanted 
regulations  to  be  in  place  three 
months  before  the  first  phase  of 


the  programme  in  December. 

Gerald  Malone,  minister  for 
health,  denied  the  introduction  of 
patient  packs  was  the  workings 
of  a  nanny  state.  However,  he  did 
acknowledge  the  move  would 
generate  more  work  for  front-line 
GPs  and  pharmacists. 

GPs  and  pharmacists  will  learn 
of  the  changes  at  a  series  of  regu- 
lar meetings  in  the  summer. 


Hertfordshire  &  District  branch  won  first  prize  at  a  recent  Chiltern 
Region  Pharmacy  Week  reception  for  its  poster  depicting  the  area's 
collaborative  approach  to  Pharmacy  Week.  Branch  president  Jane 
Whitfield  (far  left)  received  £300  in  prize  money  from  newly-re-elected 
RPSGB  president  Ann  Lewis.  With  her  on  the  Herts'  stand  are  (left  to 
right)  branch  secretary  Rosie  Lapsley,  branch  vice  chairman  Colin 
Friedland  and  treasurer  Vivien  Felgate.  The  evening's  aim  was  to  show 
health  commissioners  and  opinion-formers  current  aspects  of 
practice,  service  developments  or  Pharmacy  Week  events 
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Humberside  doctors  mount  new  challenge 


Humberside  dispensing  doctors 
have  applied  for  leave  for  a  judi- 
cial review  against  Humberside 
Family  Health  Services  Authority. 

Holme-on-Spalding  Moor  GPs 
Dr  Marsden  &  Partners  believe 
the  FIISA  was  wrong  in  its  deci- 
sion to  grant  a  pharmacy  contract 
to  the  pharmacy  group  Crump  & 
Watson.  In  their  application,  they 
charge  that  the  move  was  ultra 
vires,  unlawful,  and  that.it  cannot 


be  right  to  approve  an  application 
just  on  the  grounds  that  at  pre- 
sent there  is  no  pharmacy  in,  or 
near,  the  area. 

The  doctors  feel  the  FIISA  has 
misdirected  itself,  failed  to  ade- 
quately address  the  provision  of 
pharmaceutical  services  within 
the  area  and  not  taken  sufficient 
regard  of  their  comments  on 
whether  the  pharmacy  is  neces- 
sary or  desirable.  The  CPs  chal- 


lenge is  backed  by  the  BMA. 

Paul  Buhner,  the  FHSA's  senior 
administrator,  believes  the  FIISA 
has  acted  lawfully.  "II  has 
assessed  the  information  pro- 
vided and  decided  that  the  resi- 
dent population  should  be  en- 
titled to  receive  pharmaceutical 
services  from  a  person  on  the 
pharmaceutical  list." 

This  is  the  second  judical 
review  challenge  by  the  GPs. 


Tanna  launches  legal  proceedings 
against  faxing,  but  drops  PA  bid 


Ashwin  Tanna  has  set  in  motion 
his  legal  challenge  of  the  Royal 
Pharmaceutical  Society's  stance 
on  prescription  faxing. 

However,  he  is  abandoning  his 
challenge  of  the  legality  of  the 
professional  allowance  and  is 
seeking  to  consolidate  the  two 
fighting  funds  he  has  set  up 
{C&D  April  8,  p566). 

Last  week,  the  London  phar- 
macist personally  filed  an  appli- 
cation to  the  High  Court  for  leave 


to  instigate  a  judicial  review  of 
the  Society's  policy  on  faxed  pre- 
scriptions. He  is  not  using  legal 
representation  at  this  stage,  pos- 
sibly saving  the  membership  as 
much  as  55,000.  Presently,  both 
funds  total  £8,500. 

The  High  Court  should  take 
between  three  to  four  weeks  to 
make  its  decision.  If  this  falls  in 
favour  of  Mr  Tanna,  he  has  1  1 
days  to  serve  papers  on  the  Soci- 
ety; if  against,  options  include 


retiring  or  seeking  an  oral 
appeal.  Any  further  legal  action 
will  require  more  funding,  so 
please  continue  contributing, 
says  Mr  Tanna. 

After  failing  to  find  a  stand-in 
for  the  PA  bid  (C&D  May  13, 
p752),  the  second  judicial  review 
is  dropped.  He  is  seeking  to  con- 
solidate funds  into  the  Fighting 
Fund  against  Non-contract  Phar- 
macies. Donors  to  the  PA  fund 
should  confirm  acceptance. 


More  POM 
toP 

switches 
imminent 


Regulations  switching  more  med- 
icines from  POM  to  P  come  into 
effect  on  June  30. 

Under  the  order,  Medicines 
(Products  other  than  Veterinary 
Drugs)  (Prescription  <>nl.y) 
Amendment  Order  1995  (SI  No 
1384,  HMS< )  SI. 10),  fluconazole 
hydroxyzine  hydrochloride,  keto- 
conazole  and  pyrantel  embonate 
are  deregulated.  For  indication 
and  dosage  restrictions,  see 
Chernisl  <V-  Druggist  January  21, 
p80. 

Pfizer  Consumer  Healthcare 
will  be  marketing  OTC  versions 
of  fluconazole  (currently  Diflu- 
can), hydroxyzine  (Atarax)  and 
pyrantel  embonate  (Com- 
bantrin),  but  a  spokeswoman 
tells  C&D  it  is  too  early  yet  1 1  >  say 
when  these  products  will  be 
available. 

David  Mitchell,  head  of  sales 
and  marketing  at  Janssen  phar- 
macy division,  reveals  that  a  c<  »m- 
prehensive  information,  training 
and  educational  package  will  be 
available  well  before  the  launch 
of  a  consumer  brand.  "We  fully 
appreciate  the  important  role  of 
the  pharmacist  and  assistant  in 
ensuring  the  appropriate  use  of 
switch  brands." 

The  Order  also  increases  the 
maximum  daily  dose  of  pseudo- 
ephedrine  as  a  P  medicine  from 
180-240mg,  and  classifies  Proc- 
tocream  DC  and  Efcortelan 
Eczema  cream  and  ointment  as  P 
medicines. 

A  spokeswoman  for  Glaxo  says 
the  company  has  applied  for  a 
licence  for  over  the  counter  ver- 
sions of  Efcortelan  and  is  review- 
ing "commercial  options". 

Stafford-Miller  could  not  dis- 
cuss plans  for  Proctocream  HO 


Council  manifesto  -  first  draft  scheduled  for  July? 


The  first  draft  of  the  Royal  Phar- 
maceutical Society  Council's 
manifesto  for  the  future  of  phar- 
macy practice  may  be  delivered 
at  its  next  meeting  in  July. 

This  will  be  followed,  says 
Society  president  Ann  Lewis,  by  a 
meeting  of  a  special  core  strategy 
group  to  develop  ideal  options  for 
the  future.  The  group  will  com- 
prise six  to  eight  members  to 
develop  three  models  of  practice. 


"These  should  not  be  definitive, 
but  should  promote  discussion 
for  what  people  want  to  see,"  says 
Ms  Lewis. 

One  of  the  tenets  of  the  mani- 
festo is  to  incorporate  the  input 
of  grass  roots  pharmacists,  via  a 
12-month  consultation  period. 
This  will  follow  publication  of  the 
draft  document,  expected  at  the 
end  of  summer/beginning  of 
autumn. 


Ms  Lewis  comments  that:  "For 
too  long  now  we  have  concen- 
trated on  the  problems  -  which 
are  very  real  -  but  we  do  need  to 
think  about  how  the  profession  is 
going  forward.  This  is  the  oppor- 
tunity for  everyone  to  make  a 
comment." 

During  the  12-month  pharma- 
cist consultation,  says  Council 
member  Andrew  Burr,  the  Soci- 
ety will  look  at  co-ordinating 


practice  research,  in  accord  with 
the  manifesto,  and  develop  a 
communication  strategy.  "We  will 
then  move  forward  with  one 
voice,"  he  adds. 

Says  Sheffield  pharmacist  Mar- 
tin Bennett:  "We  have  Nuffield, 
Pharmaceutical  Care  and  Phar- 
macy 20(10.  It's  not  that  we  are 
short  on  ideas  on  where  we  are 
going  to  go.  What  we  are  short  on 
is  anybody  agreeing  with  us." 
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NEWS  REVIEW 


Publicity  campaign! 
awe  or  beware? 


uch  like  the  bride  on  nei 
wedding  day,  Pharmacy 
Week  organisers  can  do 
little  now  but  wait.  Cer- 
tainly, the  pieces  are  in 
place  for  a  successful  PR  cam- 
paign: a  TV  celebrity,  Carol  Smil- 
lie,  has  been  hired  to  launch  the 
week;  diverse  local  initiatives 
have  been  organised  and 
equipped;  and,  with  the  appoint- 
ment of  Packer  Forbes  (C&D, 
May  13,  p753),  a  PR  agency  has 
been  taken  on  to  target  national 
and  regional  media. 

In  total,  the  week  has  been 
underwritten  to  the  tune  of 
£100,000,  although  sponsorship 
will  lessen  the  total  bill.  But  will 
this  translate  into  better  public 
understanding  and  up-take  of  the 
professional  services  available 
from  pharmacy? 

Awareness  weeks  are  nothing 
new.  In  fact,  rarely  a  week  goes 
by  without  a  publicity  campaign 
of  some  kind  —  and  some  are 
successful  while  others  aren't. 

In  December,  1994,  the  British 
Dental  Association  teamed  up 
with  Age  Concern  to  run  Oral 
Health  Week.  The  budget  for  the 
project  totalled  about  540,000 
with  objectives  to  be  met  using 
leaflet  distribution  and  a  national 
press  launch,  featuring  actress 
Anna  Wing,  formerly  Lou  Beale  in 
BBC  TV's  'East  Enders'. 

According  to  Diana  Scarrott, 
head  of  BDA  scientific  research, 
the  campaign  prompted  10,000 


mmm  fni 

people  to  visit  their  dentist,  pro- 
viding the  Association  with  valu- 
able research  data  into  what  is  a 
"very  under-researched  area". 

However,  press  interest  was 
not  so  great,  "Oral  health  is  just 
not  a  sexy  story,"  she  says. 

For  the  cost  of  the  campaign, 
much  was  achieved,  says  Miss 
Scarrott.  "There's  no  question 
about  the  cost-effectiveness  of  it. 
You  can  buy  very  little  national 
advertising  for  £40,000." 

The  British  Allergy  Founda- 
tion, which  last  May  ran  Hayfever 
Week,  believes  its  less  successful 
experience  also  has  a  moral. 

For  the  last  three  to  four  years, 
the  week  has  carried  the  same  old 
message,  says  BAF  director 
Susan  Oilier.  "People  really  want 
a  cure,  but  there's  really  very  little 
new  to  say...  The  national  press 
has  lost  interest  in  hayfever  a  bit 
—  it's  just  not  news  any  more." 

A  better  example  of  how  an 
awareness  campaign  can  work 
was  the  Foundation's  House  Dust 
Mite  Allergy  Week.  This  aimed, 
using  national  media  and  a  leaflet 
drop,  to  communicate  the  allergy 
and  highlight  possible  avoidance 
measures. 

"With  house  dust  mite  allergy, 
people  weren't  aware  of  the  con- 
dition. It  was  new  information 
and  there  were  lots  of  gory  pic- 
tures to  show,  and  plenty  for  peo- 
ple to  do  themselves,"  says  Mrs 
Oilier. 

Such  was  the  success  of  the 


campaign  that  180  regional  and 
national  media  'items'  were  gen- 
erated during  the  week  itself  and, 
in  the  three  months  following  the 
campaign,  the  BAF  received 
about  15,000  requests  for  infor- 
mation. An  additional  benefit  for 
the  sponsor,  Gore,  was  that  it 
immediately  sold  out  of  its  Inter- 
vent  range  of  allergy  bedding. 

The  Health  Education  Author- 
ity has  been  in  the  awareness 
raising  business  for  some  time; 
indeed,  its  No  Smoking  Day  init  ia- 
tive is  now  in  its  13th  year. 
According  to  HEA  research,  two 
million  people  participate  in 
NSD,  40,000  of  whom  give  up. 
Each  year,  says  Dr  Ann  McNeill, 
HEA  business  team  manager,  the 
effectiveness  of  the  campaign  is 
reviewed  and  so  far,  there  has  not 
been  any  overkill. 

"If  we  had  reached  the  point 
when  the  campaign  was  no 
longer  affecting  behaviour,  or  we 
were  not  getting  as  many  partici- 
pants, we  would  reconsider  the 
campaign,  but  this  just  hasn't 
happened." 

Whatever  the  type  of  campaign, 
the  crux  of  the  matter  is:  has  it 
worked?  Community  pharma- 
cists, in  their  capacity  as  grass 
roots'  health  advisers,  are  in  a 
good  position  to  tell  whether  pub- 
licity does  translate  into  raised 
awareness,  advice  sought  and 
ultimately,  sales. 

Pharmacist  Jeremy  Clitherow, 
an  active  member  of  the  Pharma- 


Pharmacy's  first-ever 
National  Awareness 
Week  kicks  off  on 
Monday,  marking  for 
most  in  the  profession 
the  culmination  of  many 
months'  work.  But  will  it 
really  all  be  worth  it? 
And  do  such  campaigns 
really  work?  Ailsa 
Colquhoun  investigates 


cists'  Action  on  Smoking  group, 
confirms  that  NSD  is  still  having 
the  desired  effect  on  awareness. 
"Many  of  us  see  No  Smoking  Day 
as  a  date  generating  as  much 
interest  in  quitting  as  New  Year." 

However,  smoking  is  in  a  differ- 
ent category  from  other  health 
campaigns:  "Smoking  is  about 
life  and  death,  it's  a  killer.  The 
others  are  about  health  gain.  Peo- 
ple see  these  campaigns,  but  the 
message  doesn't  last,"  says  Mr 
Clitherow. 

Northern  Ireland  pharmacist, 
Terry  Maguire,  also  appreciates 
the  awareness  focus  that  NSD 
creates.  However;  whether  this 
translates  into  a  reduction  in 
smokers'  numbers,  increased 
nicotine  patch  sales  and  advice 
sought  is  another  matter.  "Its 
'edge'  has  really  fallen  off  ....  and 
it's  nowhere  near  as  important  as 
New  Year's  Day,"  he  says. 

He  admits  his  efforts  to  pro- 
mote Pharmacy  Week  in  North- 
ern Ireland  —  which  have 
secured  the  attendance  of  leading 
UK  and  NI  politicians  —  have 
been  hindered  by  the  abundance 
of  awareness  weeks.  "It's  increas- 
ingly difficult  to  capture  editors' 
attention  and,  although  PR  cam- 
paigns are  an  inexpensive  way  to 
succeed  in  drawing  attention  to  a 
particular  cause,  the  vast  major- 
ity go  unnoticed. 

"We  are  going  to  have  to  push  it 
to  get  the  coverage  that  we  need 
and  we  are  'amateurs'  in  what 
comes  down  basically  to  PR." 

Much  has  been  done  to  over- 
come pharmacy's  'unsexiness'  in 
the  public's  eyes  through  local 
and  national  initiatives.  Key  to 
their  success  is  cashing  in  on  con- 
sumer' health  awareness. 

Colette  McCreedy,  represent- 
ing co-organisers,  the  National 
Pharmaceutical  Association, 
says:  "The  important  thing  is  that 
people  are  interested  in  looking 
after  themselves. 

"Pharmacists  are  the  people  to 
visit  to  seek  advice." 
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Weal. 

Reflections 


London  HCs  back 
gay  condom  project 

Two  London  health  commissions 
are  funding  a  year-long  project  to 
educate  and  equip  community 
pharmacists  for  HIV  prevention 
among  gay  male  customers. 

Kensington,  Chelsea  &  West- 
minster; and  Lambeth,  South- 
wark  &  Lewisham  Health  Com- 
missions are  each  investing 
513,000  in  Rubberstuffers  -  a  non- 
profit-making organisation  -  to 
produce  safe  sex  packs  for  sale  in 
community  pharmacies. 

These  will  be  distributed  from 
August  and  should  contain  infor- 
mation on  HIV  prevention  among 
the  gay  community,  plus  lubri- 
cants and  extra-strong  condoms 
suitable  for  gays.  Rubberstuffers 
is  also  planning  to  set  up  training 
sessions  for  pharmacies  on  the 
use  of  condoms  and  to  draw  up  a 
strategy  on  stockholding. 

Rubberstuffers  is  hoping  to 
eventually  extend  the  scheme  to 
all  areas  in  London.  Rub- 
berstuffers can  be  c  ontacted  on 
0171  278  0508. 

GPs  go  for  sanctions 
in  out  of  hours  row 

GPs  have  voted  almost  five  to  one 
to  reject  the  latest  Government 
offer  on  out  of  hours  funding. 

In  a  77  per  cent  turn-out,  GPs 
voted  20,345  to  4,274  to  reject  the 
offer  {C&D  April  29,  p661).  This 
paves  the  way  for  mooted  sanc- 
tions to  be  put  in  place  by  doc- 
tors, including  a  move  away  from 
generic  prescribing,  and  a  refusal 
to  provide  PACT  data.  GPs  will, 
however,  allow  the  Government 
to  review  the  offer  before  ballot- 
ing on  industrial  action. 

Dr  Ian  Bogle,  chairman  of  the 
General  Medical  Services  Com- 
mittee, says:  "The  way  in  which 
out  of  hours  care  is  delivered  in 
this  country  must  be  changed.  A 
system  that  met  the  needs  of  the 
1940s  and  1950s  is  no  longer  suit- 
able in  today's  world." 

Regretting  the  GPs'  decision, 
Gerald  Malone,  minister  for 
health,  says:  "There  is  no  more 
money  available  ...  My  door  is 
open  if  the  profession  wants  fur- 
ther talks." 

Dr  Brian  Goss,  a  General  Med- 
ical Services  Committee  negotia- 
tor, says  the  profession  intended 
to  go  through  this  door.  While  a 
higher  level  of  investment  in  out 
of  hours  services  would  be  desir- 
able, there  were  many  non-finan- 
cial aspects  of  concern,  notably 
the  separate  identification,  and 
acceptable  pricing,  of  the  out  of 
hours'  component,  and  discrimi- 
nation against  certain  doctors 
wishing  to  provide  such  services. 


The  route  to 
local  loot -a 
vision  of  hell,,, 
or  heaven? 

Change  is  always  unsettling, 
particularly  to  someone  as 
long  in  the  tooth  as  me.  I  can 
see  the  methods  of  practice  I 
have  become  accustomed  to 
over  many  years  being 
assaulted  on  all  sides  by 
predictions  of  revolution. 

Last  week's  C&D  editorial 
warned  that  service 
consortiums  of  local 
independent  contractors  may 
be  the  only  way  to  compete 
with  the  power  of  the 
multiples  when  our  NHS 
money,  locally  distributed  for 
non-core  services,  becomes  a 
matter  for  tender.  I  cannot 
dispute  this  analysis  but, 
nevertheless,  I  feel  I  am  not 
alone  among  contractors  in 
developing  a  nervous  twitch 
about  market  developments  I 
do  not  fully  understand. 

It's  all  very  well  for  the 
bureaucrats  and  politicians  to 
talk  about  purchasers, 
providers  and  internal 
markets,  but  both  I  and  many 
of  my  pharmacist  friends  are 
confused  by  committee  talk, 
and  are  apprehensive  of  the 
future.  The  only  information 
we  receive  is  via  the  pages  of 
the  professional  press,  and 
this  is  often  contradictory, 
with  opinion  presented  so 
confidently  that  it  becomes 
fact. 

However,  we  are  all 
universally  convinced  that  the 
Pharmaceutical  Services 
Negotiating  Committee  is 
fighting  a  losing  battle  in 
trying  to  prevent  the 
Government  from  devolving  a 
very  large  chunk  of  our 
remuneration  to  local 
distribution.  So,  if  in  the  future 
I  am  to  negotiate  effectively 
with  local  administrators  for 
my  own  financial  future,  then  I 
now  need  urgently  not  only  a 
rational  explanation  of  all 
these  developments  but  a  lead 
on  how  I  should  tackle  the 
problem. 

The  local  pharmaceutical 
committee  is  the  obvious 
choice  to  provide  that  support, 
but  so  far  this  has  not  been 
forthcoming  in  my  area.  The 
Royal  Pharmaceutical  Society 
and  National  Pharmaceutical 
Association  must  also  have  an 
input,  so  perhaps  all  three 


organisations  should  now  put 
their  collective  heads  together 
and  call  local  conferences 
where  rational  explanations 
and  suggestions  for  the  future 
can  be  discussed  with  local 
pharmacists. 

Perhaps  they  are  all  as  much 
in  the  dark  as  the  rest  of  us, 
but  if  my  nervous  twitch  is  not 
to  achieve  debilitating 
proportions,  it  is  essential  that 
I  receive  understandable 
information,  and  as  soon  as 
possible. 


Giving  an  ear 
and  hope  for 
staff  training 

I  am  finding  that  the  wealth  of 
training  material  that  floods 
my  in-tray  from  a  variety  of 
sources  has  almost 
overwhelmed  my  ability  to 
analyse  its  significance. 
If  I  am  having  difficulties, 


then  I  have  real  sympathy  for 
my  staff,  who  cannot 
reasonably  be  expected  to 
give  up  their  own  precious 
time,  unpaid,  to  keep  up  with 
the  latest  piece  of  crucial 
training  for  counter  assistants. 

So,  when  the  latest  NPA 
Pink  Supplement  fell  on  my 
desk  with  a  thud,  caused  by 
the  inclusion  of  an  audio 
training  pack  for  assistants,  I 
was  tempted  to  file  it  under 
pending. 

I  am  now  glad  I  resisted  that 
temptation  because,  after 
listening  to  the  tape  and 
looking  through  the 
worksheets,  I  discovered  that 
this  was  different  from  any 
previous  offerings. 

Kindly  sponsored  by  Solvay 
Healthcare,  this  is  an  excellent 
and  constructive  lesson  in 
teaching  a  'bedside  manner' 
for  the  medicine  sales 
assistant,  rather  than  yet 
another  offering  of  product 
information. 

So  far,  I  have  to  confess,  my 
training  systems  have  been 
distinctly  haphazard.  I  have 
expected  the  girls  to  find 
spare  time  in  which  to  read 
the  many  manuals  I  throw  at 
them,  and  then  only 
questioning  their  knowledge 
by  the  passive  method  of 
intervening  when  necessary  at 
the  point  of  sale. 

I  now  recognise  that  this  is  a 
most  unsatisfactory  system. 
Using  the  stimulus  of  this 
excellent  audio  pack,  I  have 
established  a  formal  training 
system  for  each  girl  of  one 
half-hour  session  per  week  in 
a  private  room  away  from  the 
front  shop  hurly-burly. 

It  has  caused  a  few  strains 
on  the  shop  floor,  but  the  girls' 
enthusiasm  has  far 
outweighed  these  increased 
pressures  it  might  have  put  on 
their  colleagues. 

I  will  monitor  their  progress, 
but  even  at  this  early  stage  I 
predict  the  system  will 
become  permanent  and,  after 
they  have  finished  this  audio 
pack,  the  sessions  will 
continue  with  product 
training. 


CHEMIST  &  DRUGGIST  17  JUNE  1995 


947 


SCRIPTspecials 

Combivent  UDVs 
'or  nebulisers 


I'.IM'I  m'l  1 1  I  U<  ■  1 1  M  M  1 1 1  lias 

extended  its  range  of  132-ago- 
nist/anticholinergic  combination 
bronchodilators  with  Combivent 
UDVs. 

The  single-dose  units  contain 
salbutamol  2.5mg  and  iprat- 
ropium bromide  500mcg  together 
in  2.5ml  isotonic  preservative- 
free  solution  to  be  administered 
by  a  nebuliser. 

The  product  is  indicated  for 
treatment  of  bronchospasm 
associated  with  chronic  obstruc- 
tive pulmonary  disease  in 
patients    who    require  regular 


treatment  with  both  drugs. 

The  recommended  adult  dose 
is  one  single-dose  unit  three  or 
four  times  a  day.  There  is  no  expe- 
rience of  use  in  children  under  12 
years. 

For  contra-indications  and  pre- 
cautions, see  the  Data  Sheet.  The 
product  should  be  stored  below 
25°C  and  should  not  be  used  if 
discoloured. 

Combivent  UDVs  are  presented 
in  packs  of  60  at  a  basic  NHS 
price  of  5,33. 

Boehringer  Ingelheim  Ltd.  Tel: 
01344  424600. 


Librium  shortage 

Owing  to  supply  difficulties  with 
the  active  substance,  Roche  says 
it  is  unlikely  that  further  supplies 
of  Librium  5  and  10mg  will  be 
available  until  September.  The 
company  has  cancelled  all  back 
orders,  and  will  contact 
customers  when  it  has  further 
information. 

Roche  Products  Ltd.  Tel:  01707 
366000. 

Unichem  generics 

Unichem  has  added  Diclomax 
Retard  and  Diclomax  SR 

(diclofenac)  to  its  generics  range. 
Both  products  are  available  at 
discounted  prices  until  the  end  of 

July.  Additionally,  pharmacists 
visiting  the  Alton  Towers  trade 
show  on  June  18  can  pick  up 
discounts  of  up  to  50  per  cent  on 
a  range  of  generics.  The  offer  is 
only  valid  for  orders  taken  at  the 
show  and  is  not  available  via 
Prosper.  Lines  on  offer  include 
co-codamol,  aqueous  cream,  co- 
proxamol,  hypromellose  and 
chloramphenical  eye 
preparations,  hydrocortisone 
cream,  cimefidine  and 
terfenadine  tablets. 
Unichem  pic.  Tel:  0181  391  2323. 

New  size  Claforan 

Hoechst  is  introducing  a  Claforan 

1g  (cephalosporin!  50-vial  pack 
(£242.50  basic  NHS),  available 
only  to  hospitals.  The  new 
presentation  is  designed  to 
provide  a  packaging  benefit, 
especially  to  CIVAS  units. 
Hoechst  Roussel.  01895  834343. 


Data  sheet 
changes  for 
Flixotide 
announced 


A  number  of  changes  have  been 
made  to  the  Flixotide  (fluticas- 
one propionate )  data  sheet.  In  the 
E>osage  and  administration  sec- 
tion the  line  'Equivalent  disease 
control  is  usually  obtained  at  half 
the  daily  dose  of  other  currently 
available  inhaled  steroids'  has 
been  added. 

The  Precautions  section  now 
advises  that  'some  systemic- 
effects  may  occur  in  a  small  pro- 
portion of  adult,  patients  after 
prolonged  treatment  at  high 
doses'.  Previously  this  read  'at 
maximum  doses'.  This  section 
also  includes  a  warning  that  'Very 
rare  biochemical  changes  sugges- 
tive of  systemic  effects  have  been 
reported.  The  clinical  relevance 
of  these  changes  has  not  been 
substantiated,  and  in  particular, 
no  stunting  of  growth  has  been 
observed'.  This  previously  read 
'no  changes  have  been  reported'. 

'Rare   reports   of  cutaneous 
hypersensitivity   of  fluticasone 
propionate  inhaled  preparations 
has  been  added  to  side-effects. 
Allen  &  Hanburys  Ltd.  Tel:  0181 
990  9888. 


MEDICAL  MATTERS 


Sugar  stops  babies  tears 


Sugar  does  more  than  help  the 
medicine  go  down,  it  also  acts  as 
an  effective  analgesic  in  infants. 

A  study  of  60  full-term  infants, 
aged  one  to  six  days,  assessed  the 
impact  of  administering  sucrose 
two  minutes  before  taking  a  heel 
prick  blood  sample.  The  babies 
were  randomised  to  receive  one 
of  four  solutions:  2ml  of  12.5,  25 
or  50  per  cent  sucrose,  or  sterile 
water. 

The  study,  reported  in  the 
British  Medical  Journal, 
r  evealed  that  sucrose  has  a  dose- 
response  relationship  in  reducing 
the  duration  of  infant  crying  and 


tachycardia.  Those  given  the  50 
per  cent  solution  had  a  signifi- 
cantly reduced  crying  time  after 
one  minute,  when  compared  with 
controls,  and  those  given  the  25 
per  cent  solution  experienced  a 
reduction  within  two  minutes.  At 
the  end  of  three  minutes,  crying 
was  reduced  in  all  four  groups. 

The  authors  concluded  that 
sucrose  on  the  tongue  may  be  a 
useful  and  safe  form  of  analgesia 
in  newborn  infants,  but  added: 
"We  do  not  know  whether  simply 
cuddling  an  infant  after  a  heel 
prick  is  as  effective  in  reducing 
crying  as  50  per  cent  sucrose." 


Fish  oils  aid  visual  acuity 


Supplementing  infant  formulas 
with  fish  oils  mimics  the  benefits 
babies  receive  from  breastfeed- 
ing. 

A  study  in  The  Lancet  looked  at 
the  effects  of  adding  docosahexa- 
noic  acid  (DHA),  in  the  form  of 
fish  oils,  and  an  arachadonic  acid 
precursor,  in  the  form  of  evening 
primrose  oil,  to  infant  formulas. 
DHA  is  a  long  chain  polyunsatu- 
rated fatty  acid  important  in 
neural  maturation  and  develop- 
ing visual  acuity. 

The  study  randomised  79 
babies  to  receive  standard  formu- 
las, fish  oil-supplemented  formu- 
las or  breast  milk.  Results  show 
supplementation  gives  a  visual 
evoked  poterrtial   (VEP,  which 


assesses  how  quickly  brain  waves 
respond  to  visual  stimuli)  equal 
to  that  of  br  eastfed  babies  after 
16  and  30  weeks;  and  DHA  levels 
in  excess  of  those  seen  in  breast- 
fed infants.  However,  the  fish  oil 
used  had  a  higher  DHA  content 
than  is  present  in  breast  milk. 

In  contrast,  feeding  with  stan- 
dard infant  formulas  results  in  a 
reduced  DHA  level  and  poorer 
VEP,  when  compared  with  breast- 
fed babies.  Although  VEP  imp- 
roved with  age,  the  dietary  group 
differ  ences  were  maintained. 

The  addition  of  evening  prim- 
rose oil  was  unsuccessful  in  pr  e- 
venting a  reduction  of  aracha- 
donic acid  in  those  receiving  sup- 
plemented formula. 


Privatising'  travel 


Many  tr  avellers  would  not  be  pre- 
pared to  pay  for  their  vaccina- 
tions privately  if  they  were  made 
unavailable  on  the  NHS,  accord- 
ing to  the  results  of  a  survey 
released  this  week. 

This  confirms  fears  in  medical 
circles  Ural  man\  people  could 
end  up  travelling  abroad  unpro- 
tected. Several  motions  on  the 
subject  are  to  be  debated  at  the 
forthcoming  local  medical  com- 
mittees' conference. 

The  smvey  was  conducted  in 
May  among  578  travellers  who 
had  travelled  to  an  at-risk  area. 
The  majority  (54  per  cent)  were 
against  proposals  to  take  travel 
immunisation  off  the  NHS,  while 
almost  a  third  were  strongly 
against  the  idea.  One  in  five 
worrld  travel  unvaccinated  if  t  hey 
had  to  pay. 


Depressing  statistics 

Over  90  per  cent  of  patients  with 
depression  do  not  think  there  is 
sufficient  information  available 
about  their  condition. 

The  figure  comes  from  the 
results  of  a  survey  launched  at 
the  first  meeting  of  the  charity 
Depression  Alliance.  The  survey 
was  conducted  among  500  of  its 
members. 

Patients  leaflets  are  the  source 
of  information  for  56  per  cent  of 
depressed  patients,  while  54  per 
cent  rely  on  the  media  and  televi- 
sion. 

Less  than  a  third  of  sufferers 
cite  GPs  or  specialists  as 
providers  of  information. 

Depression  Alliance  claims  to 
be  the  UK's  leading  patient  sup- 
port group  in  this  area. 
The  charity  can  be  contacted  on 
0171  721  7672. 
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SENSODYNE 
RUNS  RINGS 


Dominates  the  sensitive  toothpaste 
sector  with  76.2%  £  share.* 


•  Highest  cash  rate  of  sale  in  the 
sector  -  seven  times  greater  than 
the  nearest  competitor.** 


The  No. 4  brand  in  the  total  tooth- 
paste market  with  a  9.3%  £  share.* 


•  1995  sees  the  biggest  promotional 
spend  ever  -  over  £6  million. 


National  TV  campaign  with  Summer 
and  Winter  bursts  -  £3  million. 


Stock  up  now  with  Sensodyne 
Original,  Mint,  F  and  Gel  to  meet  the 
extra  demand  created  by  network  TV. 

*Nielsen  Retail  Audit  March/April  1995. 
**Nielsen  Pharmacy  Audit  March/April  1995. 
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SENSODYNE 


BRITAIN'S  NO.  1  TOOTHPASTE 
FOR  SENSITIVE  TEETH 


Stafford -Miller  Ltd.,  Broadwater  Road,  Welwyn 
Garden  City,  Herts.  AL7  3SP.  Tel:  01707  331001. 


COTJNTERpoints 


Zyma  gets  its  teeth  into  nicotine 


Zyma  is  broadening  its 
smoking  cessation 
portfolio  with  the 
introduction  next  month 
of  Nicotinell  Gum. 

Each  piece  of  gum 
contains  2mg  nicotine 
and  will  be  launched  in 
two  flavour  variants: 
original  and  mint,  With  a 
price  point  of  £4.50  for 
24  pieces  or  £13.50  for 
96,  the  product  offers  a 
standard  trade  margin  of 
33  per  cent.  Nicotinell 
Gum  is  a  P  product. 

In  taking  on  its  main 
competitor,  Nicorette, 
Zyma  is  emphasising  the 
palatability  -  both 
texture  and  flavour  -  of 
Nicotinell  Gum.  Each 
piece  of  gum  should  be 
chewed  until  the  taste 
becomes  strong,  then 
the  gum  is  placed 
between  the  gum  and 
the  cheek  to  allow 


absorption  via  the 
buccal  mucosa.  Once 
the  taste  has  faded, 
chewing  should  begin 
again,  and  the  procedure 
repeated  for  about  30 
minutes. 

This  'chewing  and 
parking'  procedure  is 
recommended  every 
time  the  urge  to  smoke 
is  felt.  The  optimum 
number  of  pieces  of  gum 
per  clay  is  between  eight 
and  12,  and  the 
maximum 

recommended  is  15. 

Zyma  is  putting  £4.5 
million  in  consumer 
advertising  behind  the 
brand  in  the  next  nine 
months.  A  SI. 5m 
national  press  campaign 
will  run  from  September 
to  November,  once 
distribution  has  reached 
satisfactory  levels.  A 
further  S3m  will  be 


spent  advertising  both 
the  gum  and  Nicotinell 
patches  between 
December  and  March. 

To  support  the  launch 
to  the  trade  there  will  be 
window  display  material 
and  counter 
merchandisers.  Launch 
discounts  will  be  offered 
on  a  transfer  order  basis 
by  Zyma's  pharmacy 
field  force.  The  gum  will 
feature  in  wholesaler 
special  offers  in 
September  to  tie  in  with 
consumer  advertising. 

Nicotine  gum  takes  39 
per  cent  of  the  £39. 6m 
smoking  cessation 
market.  Sales  of  gum  are 
largely  non-seasonal. 
Peak  sales  are  in  March- 
April  at  £19. 4m,  and 
dropping  to  S14.9m  in 
September-October 
offering  an  all-year- 
round  sales  opportunity, 
according  to  group 
brand  manager  Mike 
Dallman. 

In  contrast  to  the 
patches,  Nicotinell  Gum 
is  targeted  at  less  heavy 
smokers,  such  as  those 
who  experience  early 
morning  cravings  or  for 
those  who  smoke 
infrequently  throughout 
the  day. 

Zyma  Healthcare.  Tel: 
01306  742800. 


Pfizer:  Lice  don't  live  here  anymore 


Pfizer  Consumer 
Healthcare  is  continuing 
its  campaign  to  dispel  the 
myths  about  headlice. 
It  includes  providing 
pharmacists  with 
literature  to  hand  out  to 
parents  explaining  how  to 
check  whether  a  family  is 


infected,  how  to  treat 
those  affected  and  how  to 
help  protect  against  re- 
infection. 
The  literature  also 
highlights  the  fact  that 
headlice  are  more  likely 
to  be  caught  from  friends 
and  family  than  from  other 


children  at  school,  and 
warns  against  the  misuse 
and  over-use  of 
treatments.  Leaflets  are 
available  free  of  charge 
from  the  company. 
Pfizer  Consumer 
Healthcare.  Tel:  01304 
616161. 


steocare  now  available  in  liquid  form  from  Robinson 


Osteocare,  the  calcium 
food  supplement,  is  now 
available  in  a  new  liquid. 

The  smooth,  orange- 
flavoured  formulation 
provides  300mg  of 
calcium  (plus 
magnesium,  zinc  and 
vitamin  D)  and  is  free 
from  chemical 
colourings,  gluten, 


alcohol,  fat,  salt  and 
yeast. 

Vitabiotics  suggests  the 
product  for  children  and 
the  elderly  or  those  who 
have  difficulty 
swallowing  tablets. 

Recommended  dosage 
is:  infants  (6-12  months), 
half  a  teaspoonful  daily; 
children  (1-2  years),  one 


teaspoon  twice  daily;  and 
adults,  two  teaspoonfuls 
twice  daily.  Each  adult 
dose  provides  the 
equivalent  of  a  glass  of 
full-fat  milk. 

Presented  in  a  tamper- 
evident  bottle,  it  retails  at 
£3.95  for  200ml. 
Robinson  Healthcare  Tel: 
01246  220022.. 


Travel  happy  with  Dramamine 


Dramamine,  the  travel 
sickness  brand,  is 
currently  involved  in  a 
major  initiative  to  raise 
520,000  for  the  NSPCC, 
the  UK  child  protection 
charity. 

Running  until 
September,  Searle  is 
making  an  NSPCC 
donation  for  every  pack 
of  Dramamine  sold.  The 
initiative  began  in  March. 

Individual  pharmacies 
can  help  boost 
fundraising  by  taking  part 
in  various  in-store 
schemes,  including 

Numark,  and 
the  living  is 

easy 

A  new  catalogue  from 
Numark,  called  Easier 
Living,  features  over 
1,100  disability  aids. 

It  is  intended  to  be 
displayed  and  used  in- 
pharmacy.  All 
shareholders  will 
receive  a 

complimentary  copy, 
though  additional 
copies  will  be 
available  for  £5.99. 

To  support  the  range 
in-store  Numark  has 
designed  a  display 
pack  to  be  used  on  the 
reverse  of  the  new- 
style  window  display 
unit.  The  pack  consists 
of  demonstration 
products  representing 
the  best-selling  lines  in 
the  range,  fittings  and 
point  of  sale  material. 
The  standard  pack  is 
available  at  £149. 
Numark  Ltd.  Tel:  01827 
69269. 


displaying  foreign  coin 
collection  boxes  and 
travel  checklists. 
Participating  pharmacies 
also  have  the  chance  to 
win  1,000  air  miles. 

The  £20,000  target  can 
support  either  1,300 
initial  NSPCC  visits;  or 
cover  a  child  protection 
team  telephone  bill  for 
five  years;  or  fund  a  child 
protection  officer  for  one 
year;  or  support  a  family 
care  worker  for  one  year. 
Searie 

Pharmaceuticals.Tel: 
01494  521124. 


Pro  Plus 
brightens  up 

Pro  Plus  has  been 
reformulated  and 
repackaged.  The  tablets 
are  now  white,  non- 
crumble,  have  a  faster 
dissolution  time,  and  are 
packaged  in  clear  blister 
packs.  Pack  sizes  remain 
unchanged  in  24s  (SI. 79), 
48s  (£2.85)  and  96s 
(£4.15). 

Advertising  support 
behind  the  brand  this 
year  has  been  extended 
to  cover  more  local  radio 
stations  and  the  London 
Underground. 
Roche  Consumer  Health. 
Tel:  01707  366000. 
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Introducing  the  only 
metered  dose  inhaler 
that  meets  today's 
mandate. 


The  manufacture  of  aerosol  inhalers  containing  chlorofluorocarbons 
(CFCs)  is  likely  to  be  banned  in  the  future,  to  comply  with  the  Montreal 
Protocol,  a  world  mandate  to  protect  our  environment. 

New  Airomir  inhaler  is  the  first  ever  CFC-free  metered  dose  inhaler 
for  asthma  -  and  the  only  metered  dose  aerosol  inhaler  to  meet  this 
important  initiative. 

Airomir  inhaler  delivers  salbutamol  sulphate,  and  has  comparable 
efficacy  and  safety  to  the  brand  leading  CFC-salbutamol  inhaler1 '  -  at  a 
comparable  price.4 

Switch  your  asthmatics  to  Airomir  inhaler  today,  and  help  make 
a  world  of  difference. 


New 

Airomir 

(salbutamol  sulphate  inhaler) 

The  world's  first  CFC-free  metered 
dose  inhaler  for  asthma  therapy 


CFC  FREE  SYSTEM 


ABBREVIATED  PRESCRIBING  INFORMATION:  Presentation:  A  pressurised  inhalation 
aerosol  delivering  Salbutamol  Sulphate  Ph  Eur  equivalent  to  salbutamol  100  meg  into  the 
mouthpiece  of  the  adaptor  Airomir  inhaler  contains  a  new  propellant,  HFA-134a,  and  does 
not  contain  chlorofluorocarbons  (CFCs)  Indications:  For  the  treatment  of  reversible  airways 
obstruction  associated  with  asthma,  chronic  bronchitis  or  emphysema.  It  may  also  be  used 
prophylactically  for  the  treatment  of  exercise  induced  asthma  Dosage:  Adults  and  elderly. 
One  or  two  inhalations  as  a  single  dose  for  the  relief  of  reversible  airways  obstruction 
associated  with  asthma,  bronchitis  or  emphysema.  For  the  prevention  of  exercise  induced 
asthma,  two  inhalations  prior  to  exercising.  Children  One  inhalation  for  the  relief  of  asthma, 
increasing  to  two  as  a  single  dose  if  necessary  One  inhalation  prior  to  exercise,  increasing 
to  two  if  necessary.  Maximum  dose  for  all  patients  -  eight  inhalations  in  24  hours.  Contra- 
indications: Hypersensitivity  to  salbutamol  or  any  of  the  inactive  ingredients  in  the  Airomir 
inhaler.  It  should  not  be  used  in  the  management  of  premature  labour  and  threatened 
abortion  Precautions:  Administer  cautiously  to  patients  with  thyrotoxicosis.  Potentially 
serious  hypokalemia  has  been  reported  in  patients  taking  beta-2  agonist  therapy  Patients 
should  be  advised  to  seek  medical  advice  if  treatment  ceases  to  be  effective  and/or  their 
asthma  seems  to  be  worsening  Patients  should  not  increase  the  dose  without  seeking 


medical  advice  Salbutamol  and  non-selective  beta-blockers  should  not  usually  be  prescribed 
together  Side-eflects:  Mild  tremor,  headache,  tachycardia,  palpitations,  transient  muscle 
cramps.  Paradoxical  bronchospasm  and  potentially  serious  hypokalemia  have  been  reported 
in  patients  taking  beta-2  agonists  Pregnancy:  There  is  no  experience  of  Airomir  inhaler  in 
human  pregnancy.  The  safe  use  of  salbutamol  during  pregnancy  has  not  been  established 
but  it  has  been  in  widespread  use  for  many  years  without  apparent  ill  consequence.  Studies 
of  propellant  HFA-1 34a  in  pregnant  rats  or  rabbits  have  not  shown  any  special  hazard 
Lactation:  It  is  not  known  whether  salbutamol  or  propellant  HFA-1 34a  are  distributed  into 
human  breast  milk.  Pharmaceutical  precautions:  Store  below  30°C  protected  from  frost 
and  direct  sunlight.  As  the  vial  is  pressurised  no  attempt  should  be  made  to  puncture  it  or 
dispose  of  it  by  burning  Basic  NHS  price:  £2  30  Product  licence  number:  PI  0068/0165. 
Legal  Category:  POM  Date  of  preparation:  March  1995  References:  1  Data  on  file,  3M 
Health  Care,  Study  1012-SILV.  2  Data  on  file,  3M  Health  Care,  Study  1037-SILV.  3.  Data  on 
file,  3M  Health  Care,  Study  1031-SILV.  4.  MIMS  March  1995.  Date  of  preparation  of 
literature:  March  1995.  Further  information  is  available  from  the  3M  Health  Care  Information 
Scientist:  Telephone  Loughborough  (01509)  611611.  Pharmaceutical  Division,  3M  Health 
Care,  Loughborough,  England.  3M  and  Airomir  are  trademarks  of  the  3M  Company. 
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PHARMACEUTICALS 


3M  Health  Care 


Put  yourself  in 
your  customers'  shoes. 


Ouch  ! !! 

You'd  soon  see  that  being  in  the 
height  of  fashion  often  means  plumbing 
the  depths  of  discomfort  for  your  feet. 

And  sports  shoes  can  be  just  as 
punishing,  too. 

It's  fair  to  say  that  the  vast  majority  of 
your  customers  feel  the  rub  or  the  pinch 
at  some  time  or  another. 

Which  means  they're  always  looking 
for  instant  relief  from  blisters  or  corns 
and  a  cost-effective,  easy  to  use  remedy. 

Carnation  have  the  answer. 

Exciting 
new  products. 

Carnation  Corn  Caps  are  already 
Britain's  favourite  corn  remedy.  Now 
we're  introducing  a  new  extra  value, 
multi-treatment  pack  which  allows  for 
the  removal  of  more  than  one  corn. 

At  the  same  time,  we're  launching  a 
brand  new  all-in-one  Blister  Care  product 
with  a  big  future. 

corn  treatment. 

Carnation's  new  Multi-Treatment 
pack  contains  10  corn  caps  -  enough  to 
treat  up  to  3  corns. 

And  with  its  all-in-one  medicated 
plaster  it's  very  easy  and  quick  to  apply. 

It's  also  a  money  saver  for  your 
customers  which  means  it  will  be  a 
money  spinner  for  you,  with  a  Profit  on 
Return  of  at  least  33  73%. 

New  ali-in-one 

Carnation's  new  Blister  Care  product 
is  effective  in  both  preventing  and  treating 
blisters  or  sore  areas. 


CARNATION 
10  Corn  Caps 

Muiti-Treatmeni  Pack 


^CARNAJ|g^ 

Blister  Care 

The  unique  blister  dressings  comprise 
Carnation's  new  "Active  8  System". 

This  not  only  creates  an  optimum 
healing  environment  but  also 
combines  a  protective  top  w*"" 
layer  of  brushed  fabric  to         y  { 
provide  comfort  and  to  protect 
against  further  friction. 

Importantly,  there  are  10  dressings  of 
assorted  shapes  in  each  pack  to  suit  the 
correct  size  of  the  affected  area. 

The  plaster  fits  the  blister  rather  than 
the  blister  needing  to  fit  the  plaster. 

Carnation's  new  Blister  Care  products 
have  a  Profit  on  Return  of  at  least  3373%. 

New  national 
advertising. 

When's  the  best  time  to  reach  corn 
and  blister  sufferers? 

While  they're  on  their  feet. 

And  that's  why  they'll  be  seeing  our 
brand  new  4  sheet  poster  campaign  in 
shopping  precincts  and  at  bus  stops  all 
over  Britain. 

After  all,  there's  nothing  like  getting 
the  message  home  while  the  customer's 
need  is  greatest. 

And  posters  are  a  high  impact  medium 
guaranteed  to  increase  awareness  of 
Carnation  products  amongst  your 
customers  at  just  the  right  time  -  when 
they're  within  hobbling  distance  of 
your  store! 

So  stock  up  now  from  your  usual 
wholesaler  or  contact  your  English  Grains 
representative  on  01283  221616. 


Gerrard 


Cuxson  Gerrard, 
125  Broadwell  Road, 
Oldbury,  Warley, 
West  Midlands  B69  4BF. 


Carnation  is  a  trademark  of  Cuxson  Gerrard. 


CARNATION  Footcare  for  the  nation. 


COUNTERPOINTS 


J&I  discount 

Unichem  is  discounting 
Johnson  &  Johnscm 
Patient-Ready  Sterile 
Dressing  packs  this 
month.  The  price,  £3.99, 
gives  pSiarmacists  a  55 
per  cent  saving. 
Unichem  pic.  Tel:  0181  391 
2323. 


§ 


Jean  Patou  has  taken  over 
the  distribution  and 
marketing  of  Bal  a 
Versailles  by  Parfums 
Jean  Desprez. 
Jean  Patou  Ltd.  Tel:  0171 
328 1036. 


P&G  moves 


Procter  &  Gamble's 
Cosmetics  and  Fragrances 
division  is  now  at: 
The  Heights,  Brooklands, 
Weybridge,  Surrey  KT13 
OXP.  Tel:  01932  496000. 

Scotch  reward 

According  to  German 
photographic  magazine, 
Color  Foto,  Scotchcolor 
EXL  Plus  400  is  up  with 
the  best  of  them  - 
including  Agfa  and  Kodak. 
All  three  films  were 
subjected  to  a  series  of 
tests  and  EXL  Plus  400 
matched  the  market 
leaders  in  colour 
saturation,  film  speed 
values  and  sharpness  of 
image. 

3M.  Tel:  01344  858682. 


Chupa  Chups  are 
available  in  a  new 
presentation  tin, 
highlighting  the  brand's 
position  as  official  Power 
Rangers'  lollipop. 
Chemist  Brokers.  Tel: 
01705  219900. 


Sutherland  Health  has 
added  an  82g  tube  (retail 
£2.95)  to  its  Lubricating 
Jelly  range,  which  is 
being  made  available  to 
the  public  through 
pharmacies. 

Sutherland  Health  Ltd.  Tel: 
8!  635  874«88. 


Fruit-tella  is  moving  into 
150g  mixed  fruit  variant 
bags.  The  new  packs  have 
a  £0.79  price  point. 
Warner-Lambert 
Confectionery.  Tel:  01703 


Flawless 
fciiidalidfi 

Three  new  foundations 
join  Elizabeth  Arden's 
Flawless  Finish  range  in 
September. 

Flawless  Finish  Hydro- 
light  Foundation  SPF10 
contains  ceramides  and 
an  alpha  hydroxy 
complex.  Light-reflecting 
pigments  help  diffuse 
light  and  soften  the 
appearance  of  fine  lines 
and  imperfections 
(£19.50). 

Flawless  Finish 
Cveryday  Makeup  SPF10 
is  oil-free,  with  a  self- 
adjusting  hydration 
system  which  moisturises 
where  necessary  (£18).  It, 
too,  contains  light- 
reflecting  pigments. 

Flawless  Finish 
Complete  Control  Matte 
Makeup  SPF10  is  oil-free 
and  helps  absorb  oil  in 
problem  areas  throughout 
the  day  (£18).  All  contain 
sunscreens  and 
antioxidants. 

Elizabeth  Arden  has 
created  a  new  master 
shade  range,  with  the 
same  six  shades  available 
across  more  than  one 
formula,  so  a  woman  can 
change  foundations 
without  having  to  find  a 
new  shade. 

The  range  will  be 
advertised  in  women's 
'glossy'  magazines  from 
September/October 
issues  until  Christmas. 
Elizabeth  Arden  Ltd. 
Tel:  0171  2241213. 

Ihera-med's  new 


logo 


Thera-med  Liquid  2  in  1 
toothpaste  and 
mouthwash  has  been 
awarded  accreditation  by 
the  British  Dental  Health 
Foundation  (BDHF). 

The  brand  is  now 
entitled  to  use  the  BDHF 
logo  in  its  marketing 
activities,  including  on  its 
product  packaging  and  in 
its  promotional  material. 

As  part  of  the  Thera- 
med  Liquid  2  in  1 
marketing  drive,  Henkel 
Cosmetics  has  updated 
its  consumer  leaflet,  in 
which  it  has  now 
incorporated  the  BDHF 
logo.  The  leaflet  is  being 
distributed  at  point  of 
sale. 

Henkel  Cosmetics.  Tel: 
0181  804  3343. 


Matey  oozes  onto 
ummertime  TV 


A  SI  million  national  TV 
advertising  campaign 
breaks  for  Sara  Lee's 
Matey  on  July  3. 

It  has  been  scheduled 
to  capitalise  on  the 
school  holiday  period. 

The  new  commercial 
features  a  mixture  of  live 
action  and  animation,  as 
the  core  Matey 
characters  are  brought 
to  life  in  'Bubbleland'. 

Three  new  characters/ 
variants  make  their  TV 


debut  at  the  end  of  the 
commercial:  Wizard 
Matey,  which  has  a 
bright  red  liquid  that 
changes  to  blue  in  warm 
water  (and  has  a  cap 
which  changes  from 
purple  to  clear);  Miss 
Matey,  a  pink  bath  liquid 
to  target  younger  girls 
and  Oozey  Matey,  a  new 
green  slime-monster. 
Sara  Lee  UK  Household  & 
Personal  Care  Ltd.  Tel: 
01753  523971. 


igraine  advice  from  Pfizer 


Two  new  booklets  on 
migraine  have  been 
launched  by  Pfizer. 

A  Pharmacists'  Guide 
to  Migraine'  highlights  the 
fact  that  it  affects  around 
30  million  people  and  is 
the  cause  of  an  estimat  ed 
three  million  UK  working 
days  lost  per  year. 

The  pharmacy 
assistants'  booklet, 
entitled  'Your  Guide  to 
Migraine',  is  a  tool  which 
can  be  used  to  help 

Plax  has  it 
collared 

From  July  1,  bottles  of 
Colgate  Plax  will  be 
sporting  red,  yellow 
and  blue  collars, 
displaying  the 
message  'the  only 
mouthrinse  to  be 
accredited  by  the 
British  Dental 
Association'. 

Colgate  Plax  is 
available  in  Classic 
and  Soft  Mint  variants 
in  250ml  (£2. 19)  and 
500ml  (£3.49)  pack 
sizes. 

Colgate-Palmolive  Ltd. 
Tel:  01483  302222. 


educate  pharmacy  staff 
so  that  they  understand 
migraine  and  can  help 
sufferers  to  help 
themselves.  This  also 
incorporates  a 
competition  to  win  M&S 
gift  vouchers. 

The  booklets  are 
available  via  Pfizer 
Consumer  Healthcare's 
new  pharmacy  sales 
force. 

Pfizer  Consumer  Health. 
Tel:  01304616161. 


The  ONLY  Mouthrinse 
Accredited  by  the 


BRITISH  DENTAL 
ASSOCIATION 


Long  lotting  frrsh  breoth 


ISLES' 


Ami-Plaque  Mouthrinje 


Cidal  extends  to 
facial  wash 

Smith  &  Nephew  is 
building  on  its  Cidal 
brand  with  New  Cidal 
Facial  Wash. 

Targeted  at  the  teenage 
market,  its  positioning  is 
as  a  "mildly  medicated 
brand  formulated  to 
promote  clear  healthy 
skin". 

Containing  triclosan, 
the  wash  is  soap-free  and 
has  a  pH-balanced 
formula.  It  also  contains 
skin  conditioners  to 
prevent  it  drying  out- 
Packaged  in  a  150ml 
flip  top  tube,  it  has  an  rsp 
of  £2.89.  A  30ml  trial  size 
will  be  available  during 
the  launch  period  at 
£0.59. 

According  to  Smith  & 
Nephew,  brand  support 
will  include  consumer 
reader  offers  in  teenage 
titles  to  promote  trial  and 
awareness. 
Smith  &  Nephew 
Consumer  Products  Lid. 
Tel:  0121  327  4750. 

Rembrandt 
reaps  rewards 

Rembrandt  Whitening 
Toothpaste  has  won  the 
first  International 
Caducee  award  for 
outstanding  product 
performance. 
Presented  at  the 
Pharmagora  Congress  in 
Paris  earlier  this  year,  the 
accolade  is  given  to  an 
internationally-marketed 
product  which  has  made 
the  most  substantial 
contribution  to  the 
pharmacy  business  in 
France. 

Grafton  International.  Tel: 
01543  480100. 
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Triludan/Triludan  Forte  Product  Information 
Presentations:  Tnludan  Tablets.  Each  tablet  contains  60mg- 
lertenadine.  Tnludan  Forte  Tablets  Each  labletronlains  120mg 
lertenadine  Uses:  Antihistamine  indicated  loi  symplomalic  relet  ol 
hayfevei,  allergic  rhinrtis  and  allergic  ski)  conditions^  Dosage  and 
Administration:  AdtM  and  Children  over  I2years:  As  a-Single  or 
two  divided  doses  A/fagc  sAin  conditions.  IMttig  dairy.  Hay/ever. 
allergic  #ft  Slartinp~dbse  60mg  daily,  increase  lo  120mg  daily ^1 
required.  Children  Allergic  skin  conditions,  haylevet,  allergic  '  ' 
rf)inifc,6-f  2  years:  ,30mg  twice  daily.  Do  nol  e«ceed4he  maximum, 
.  recommended  dose  Contra-indicalions,  warnings  etc.  Contra- 


itraconazole  or  erythromycin  Use  in  patients  with 


significant  hepatMysfunction  Known  hypersensilrvly'to  iheTrug 
Warnings,  QT  prolongation  and/or  ventricular  arrhythmias,  including 

i  torsades  de  poinles  have  been  reported  al  doses  higher  than  those " 
recommended  and  al  normal  doses  in  patients  whose  lertenadine 
metabolism  is  impaired  by  drugs  or  by  Iper  disease  (see  'Contra- 
I  'indications').  II  syncope-occurs,  tertenatlrhe  should  be  discontinued 

■  and  the  patent  evaluated  lor  potential  arrhythmias,  precautions 
lertenadine  is  nol  recommended  in  patients  in  whom  electrolyte 
imbalance  01  prolonged  OT  interval  are  known  or  suspected.  ' 
Concomitant  use  ol  lertenadine  is  not  recommended  in  patients 
receiving  potentially  arrhylhmogenjejjrugs'and  those  producing*' 
j  electrolyte  imbalance,  aslemizole.  Although  evidence  is  lacking,  the 
nskjt  arrhythmia  might  be  increasetee  'Warnings').  S«fe-effecK 


'  The  following  side-eltecls  have  been  regorte'd'abdominal  pain  and 
dyspepsia,  alopecia,  anaphylaxis^  angioedema.  arrhythmias, 
bronchospasm.  conlilaon,  convuisiohsvCeprassion  dizaness. 
headache,  insomnia,  jatwdte.  \hei  dysluncliof)'.  menstrual 
.disdrders,  musculoskeletal  pain,  nightmares,  palpitations, 
paresthesia,  photosensitivity,  rash,  sweating,  syncope  (see  ■  '• 
Wamrrjgs).  tremor,  visual  disturbances  In  objective  tests  Triludan 
has  been  shown  lo  be  Iree  from  central  nervous  systen%side-eHects. ' 
Reports  ol  drowsiness  are  extremely  rare  but  il  is  advisable  tocheck 
the"  individual  response  before  driving  or  performing  complicated  ' 
lasks  Drug  Interactions:  Use  wfforal  keloconazrjjfTjr  itraconazole , 
is  conlra-mdcaled  Ml  erythromycin  is  coiSra-indicaled.  , 
Concurrent  use  with  other  imidazole  oral  antifungals  or  other-  x»> 


iactolide  anlibiolics  is  nol  recommended  Concurrent  use  ol  drugs, 
with  arrtiythmogenjc  potential  or  those  Causing  electrolyte  imbalance 
is  nol  recommended  (see  lull  dale  sheel)  Pharmaceutic  >  ' 
Precaution?  None  Legal  Category:  P  Package  Quantities; 
Tnludan  TabletsS ack&jl  1 0  tablets  \rkdac  F/jrfe  r&ls  Packs,* 
ol  7  lab'els  Product  Licence  Numbers  litmt  TableK 
4425  0024  Mortal  Forte  Tablets  4425  0091  Retail  Price  inc. 
VAT:  Tnludan  Tablets  pack  ol  10{2  89'Tr/Wan  Forte  Tablets 
of  7  E3  89'Date  of  preparation:  March  1995  Further,'"' 
information  including  Product  Data  Sheel  is  available 
from:  Matron  Metre!  Dow  Ltd. lakeside  House.  Slocklej 
Pa'tk'Uxbndqp, Middlesex, UB'I UBE  Manon, Menell. ' 
Dow  and  Tnludan  are  registered  trademarks.    .'  . 


COUNTERPOINTS 


atche§  m  Mi! 


Zynia  Healthcare  is 
attempting  to  stimulate 
the  nicotine  patch  mar- 


Gee  started 
for  under  £S 
Large 
£4.  99 

Medium 


f 


nicotine 


ket  during  one  of  its  qui- 
eter periods  with  the 
introduction  for  a  limited 
period  of  Nicotinell 
three-day  trial  size  packs. 

Available  in  both  large 
and  medium  sizes,  the 
trial  packs  will  retail  at 
£4.99  and  £4.50 
respectively.  Because  of 
the  lower  unit  price,  the 
company  says  packs 
should  be  limited  to  one 
per  person. 

The  trial  packs  will  be 
promoted  over  two 
weekends  with  a 
£500,000  national 
television  advertising 
blitz.  Ads  will  appear 
over  July  7-9  and  July  14- 
16. 

A  pre-filled  counter 
unit  containing  six  of 
each  size  trial  pack  is 
available,  which  is  being 
pre-sold  into 
pharmacies. 

Some  50,000  trial 
packs  of  each  size  have 
been  produced  to 
support  the  two-month 
promotion. 
Zyma  Healthcare.  Tel: 
01306  742800. 


ftki  up! 


An  A3  colour  poster  is 
now  available  called  The 
Early  Bird  Guide  to 
Threadworms'. 

Following  on  from  the 
Early  Bird  Threadworm 
Awareness  Campaign, 
launched  earlier  this  year, 
the  poster  gives  simple 
guidelines  on  both  I  he 
symptoms  and  treatment 
of  the  complaint. 

It  is  being  supported  by 
an  informative 
educational  leaflet. 

Posters  and  leaflets  are 
available  by  writing 
(quoting  number 
required)  to: 

Early  B  Campaign 

Office,  I  0  Box  6,  34  Percy 
Road,  Hampton, 
Middlesex  TW12  2HE. 


Sizing  up  the 
competition? 

Joining  in  the  current 
vogue  for  'daring' 
advertising,  Sure's  new 
campaign  is  certain  to 
raise  some  eyebrows. 

Ads  for  men  pose  the 
question:  'Does  the  size  of 
your  balls  really  matter?' 
While  ads  for  women  ask 
should  they  'be  interested 
in  bigger  balls?' 

The  ads  -  which  kick 
off  for  Wimbledon 
fortnight  -  are,  of  course, 
referring  to  the  new 
bigger  ball  on  Sure's  24 
Hour  Intensive  roll-on 
deodorant, 

Elida  Gibbs  Ltd.  Tel:  0171 
4861200. 


ioriasis  sufferers,  enjoy  the  sun! 


To  coincide  with  Psoriasis 
Awareness  Week  (June 
27-July  3),  a  new  booklet 
is  being  made  available 
free  of  charge  to  psoriasis 
sufferers,  their  families 
and  friends. 

'Psoriasis  and  the  Sun' 
discusses  why  the  sun 
may  help  the  skin 
complaint  and  helps 
sufferers  overcome  the 


dilemma  that,  although 
they  may  have  heard  that 
it  is  good  for  their 
condition,  they  are  loath 
to  reveal  any  more  of 
their  skin  than  they  have 
to. 

Copies  of  the  booklet 
are  available  from: 
Psoriasis  and  the  Sun 
Booklet,  PO  Box  613, 
Oxford  0X44  7QL. 


Rinstead  promo 

Schering-Plough  is 
currently  offering  a 
special  promotion  on 
Rinstead  Adult  Gel  and 
Pastilles. 

For  every  12  outers 
ordered,  two  packs  will 
be  received  free. 

The  promotion 
coincides  with  a  renewed 
burst  of  'King  Kong' 
advertising  -  with  a  total 
spend  of  £250,000,  which 
includes  spreads  in  the 
national  press. 
Schering-Plough  Ltd.  Tel: 
01444  232323. 


Wilkinson 
Sword's  naked 


challenge 


Wilkinson  Sword  is  sup- 
porting Lady  Protector  in 
a  novel  £2  million  televi- 
sion campaign. 

The  campaign  stands 
out  because  of  the  t  wo 
variations  of  the  ad:  one 
post-7. 30pm  version, 
which  features  a  naked 
man;  and  one  pre-7.30pm, 
which  doesn't. 
Wilkinson  Sword  Ltd.  Tel: 
01494  533300. 


COUNTERPOINTS 


ON  TV  NEXT  WEEK 


Soothers  get  sensitive 

1 


it 


'       MINI  ULTI 


The  Mini  Ulti  Mam 
Soother  is  the  latest 
addition  to  the 
company's  soother 
range. 

It  combines  the  skin- 
friendly  shield  design  of 
the  regular  Ulti  soother, 
with  the  smaller 
orthodontic  teat  of  the 
newborn  Mini  soother. 

The  shield  is  concave 
and  contoured  with 
rounded  edges  for 
comfort.  There  is  also  a 
system  of  large 
ventilation  holes  and 


patented  dimple  patterns 
which  reduce  the  risk  of 
skin  irritation  by  trapped 
saliva. 

Tire  orthodontic  teat  is 
specially  designed  for 
newborn  babies  of  0-4 
months.  The  collection  is 
available  in  12  designs, 
including  neutral  motifs 
for  pre-birth  purchase. 

Available  in  a  display 
skillet  which  contains  12 
double  packs,  the  Mini 
Ulti  retails  at  £2.89. 
Mam  UK  Ltd.  Tel:  0121  326 
6992. 


Sim  behind 
Bazuka 

Bazuka  Gel,  the  new 
treatment  for  verrucas, 
warts,  corns  and  calluses, 
is  being  supported  by  a  £1 
million  campaign. 

Press  ads  have  already 
appeared,  while  a  TV 
campaign,  following  the 
'Bazuka  that  verruca' 
theme,  will  break  in  July. 

The  TV  ad  follows  a 
young  boy  diving  at  his 
local  swimming  pool  and 
shows  the  treatment 
being  applied  to  the  boy's 
foot  -  and  how  the  product 
works  -  in  an  animated 
sequence. 

Dendron  Ltd.  Tel:  01923 
229251. 


A  new  consumer 
advertising  campaign  for 
Seton's  athlete's  foot 
treatment,  Mycota,  kicks 
off  tomorrow  in  the 
Sunday  newspapers. 

The  full-colour  ads  will 
appear  nationally  in 
leading  popular  Sundays 
and  will  continue 
throughout  the  summer. 
Seton  Healthcare  Group 
pic.  Tel:  0161  652  2222. 


Aller-eze:  GMTV,  LWT  &  C4 


Beckmann  Stain  Devils:  GMTV 


Beconase  Hayfever:  A,  LWT,  CAR 


Colgate  Ultra  Cavity  Protection:  All  areas 
Delial  Sun  Products:  C,  A,  HTV,  W,  M,  CAR,  C4 
Dove  Bar:  All  areas 


Fujicolor  Super  G  Film:  All  areas 


Ibuleve  Gel:  C4 


Ibuleve  Spray:  C4 


Johnson's  Baby  Bath:  All  areas 


Kodak  Fun  Single  Use  Camera:  BskyB  &  C4 

Mum  Deodorant:  All  areas  except  B,  CTV,  W,  GMTV 

Natural  Instincts:  GTV,  U,  STV,  C,  A,  HTV 


Otex  Ear  Drops:  C4 


Predictor:  C,  A,  M,  C4 


Seven  Seas  Cod  Liver  Oil:  G,  Y,  HTV,  C4,  GMTV 


Silvikrin:  All  areas 


Slim  Fast:  All  areas 


GTV  Grampian,  B  Border,  BSkyB  British  Sky  Broadcasting, 
C  Central,  CTV  Channel  Islands,  LWT  London  Weekend, 
C4  Channel  4,  U  Ulster,  G  Granada,  A  Anglia,  CAR  Carlton, 
GMTV  Breakfast  Television,  STV  Scotland  (central), 
Y  Yorkshire,  HTV  Wales  &  West,  M  Meridian,  TT  Tyne  Tees, 
W  Westcountry 


Sun  E45  has  been  reformulated  to  smooth  on  more  easily 
and  leave  less  white  residue  on  the  skin. 

Naturally,  the  new  formulation  retains  the  benefits  that 
make  Sun  E45  ideal  specialist  protection  for  all  sun-sensitive 
skins  -  particularly  those  of  children  and  people  who  suffer 
from  dry  skin  conditions,  such  as  eczema  and  psoriasis. 

Sun  E45  contains  only  mineral  sunscreens  and  reflects 
rather  than  absorbs  the  sun's  harmful  rays.  That's  why  it 
reduces  the  risk  of  irritation. 

It  provides  balanced  UVB/UVA  protection  (all  three 
Sun  E45  products  have  a  maximum  4-star  UVA  rating). 

And  it's  water-tesistant  and  long-lasting,  which  is 
especially  important  for  children. 

So   recommend   new,  less 
visible  Sun  E45.  It'll  provide  £45 
more  visible  benefits  -  both  for 
vou  and  yout  customers. 


15 

tftCH 
LOTTOS 


E45     PROVEN  PROTECTION 
FOR    DELICATE  SKIN 

For  more  information  on  rhe  E4S  range,  please  contact: 
Crookes  Healthcare  Limited.  P.O.  Box  57,  Nottingham  NG7  2L|. 


5      BE  N  E  FITS 


AESGP 


Information  and  cooperation  the  key  to 
successful  self-medication 


was  the  setting  for  'Self-medication  by  the  year  2005:  making  wider  choices  a  European  reality',  the 
31st  annual  meeting  of  the  European  Proprietary  Medicines  Manufacturers  Association,  attended  by  around 
500  delegates  from  30  countries.  Co-operation  and  information  were  the  central  messages  of  the  meeting 


An  optimistic  mood  per- 
vaded the  31st  meeting  of 
the  European  Proprietary 
Medicines  Manufacturers 
Association  following  the 
acceptance  on  June  2  of  a  com- 


mon position  by  the  Health  Minis- 
ters' Council  on  the  action  pro- 
gramme on  health  promotion, 
information,  education  and  train- 
ing. This  programme  recognises 
the  important  role  of  the  pharma- 


«0* 


cist  and  self-medication  and  is 
likely  to  be  adopted  by  the  end  of 
the  year. 

In  his  opening  speech,  presi- 
dent of  the  AESGP  Berndt  van  Till 
told  delegates  that  legislation  was 
not  sufficient  to  make  the  new 
framework  for  self-medication 
really  work.  "There  is  a  need  for  a 
change  of  behaviour  and  even 
mentality  among  all  the  partners 
involved  in  the  healthcare  sys- 
tem: consumers,  healthcare  pro- 
fessionals, health  insurance  insti- 
tutions, governments  and  regula- 
tory bodies,"  he  said.  This  need 
for  co-operation  was  echoed  by 
all  the  speakers,  who  also 
stressed  the  importance  of  infor- 
mation to  providers  and  users  of 
medicines. 

At  the  meeting,  it  was 
announced  that  t  he  AESGP  is  set- 
ting up  an  office  at  Canary  Wharf 


in  London,  in  close  proximity  to 
the  European  Medicines  Evalua- 
tion Agency  (EMEA),  which  has 
now  been  officially  open  almost 
six  months. 

Fernand  Sauer,  executive 
director  of  the  EMEA,  updated 
the  conference  on  the  work  of  the 
Agency  and  its  plans  to  expand. 
Mr  Sauer  expected  staff  numbers 
to  reach  100  by  the  end  of  the 
year.  He  explained  the  role  of  the 
Agency  was  not  only  to  give  bind- 
ing opinions  but  also  advice,  in 
the  form  of  guidelines.  The  two 
developments  which  would  have 
an  impact  on  the  OTC  market 
were  the  opening  up  of  the  cen- 
tral system  and  improved  inter- 
pretation of  requirements  in  that 
sector. 

Delegates  at  the  conference 
were  also  treated  to  a  preview  of 
'Helping  you  to  help  yourself,  the 


,een  them 
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Now  in  a  choice  of  two  presentations,  in  5g  packs: 

VyrBrit  Lip  Salve     -  can  help  avoid  cold  sores, 

VyrBrit  Lip  Cream  -  for  use  even  if  a  cold  sore 
is  already  present. 

•  Both  are  recommended  for  repeated  use  as  part 

of  a  healthy  lip  care  routine.  VyrBrit  with  Melpan  5A 
provides  a  moisturising  Parrier.  This  unique  lemon 
balm  extract,  is  widely  used  in  Germany  and 
America.  It's  a  serious  natural  alternative  for  regular, 
effective  lip  care. 

•  Basic  retail  margin:  3373%. 

•  VyrBrit"  is  backed  by  a  massive  £1  m  promotional  and 
PR  campaign,  with  women's  press,  posters  and  POS. 

•  Stock  up  now  to  meet  demand. 

•  Available  from  A.A.H.,  Barclays  and  leading 
wholesalers. 

Make  sure  you 
have  stocks  - 
call  Kent 
Pharmaceuticals 
right  now  on 
01233  614802 
(24  hours) 

This  product  is  not  a  medic 

Natural  lips.  Natural  care. 


KENT 


Distributed  by 
Kent  Pharmaceuticals  Ltd, 
Wotton  Road,  Ashford, 
Kent  TN23  6LL. 

VyrBrit  is  the  trademark  of  Nature's  VyrBrit  Ltd 
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James  Cope 

nt'w  video  .jointly  produced  by 
the  Proprietary  Association  of 
Great  Britain  and  the  Royal  Phar- 
maceutical Society. 

The  video,  starring  Frances  de 
la  Tour,  has  been  developed  for 
use  as  part  of  the  promotional 
activities  to  support  Pharmacy 
Week  and  focuses  on  the  advisory 
role  of  the  pharmacist.  It  is  hoped 
that  the  video  may  be  featured  as 
a  news  item  on  television.  James 
Cope,  president  of  the  Non-pre- 
scription Drug  Manufacturers 
Association,  screened  US  video 
news  releases  that  are  used  to 
promote  the  advisory  role  of  the 
pharmacist 

The  32nd  annual  meeting  of  the 
will  be  held  in  Istanbul  on  May  29- 
31,  1996. 


Commission  recognises 
role  of  pharmacists 


peaking  at  the  opening  of 
I     the  AESGP  conference  in 

Lisbon,  Padraig  Flynn,  com- 
■   |  missioner  for  employment, 

social  affairs  and  public 
health  ai  the  European  Commis- 
sion, said  the  increasing  use  of 
over  the  counter  medicines  was 
in  hue  with  the  Commission's 
approach  of  encouraging  people 
to  become  more  active  in  promot- 
ing  and   protecting  their  own 

( )n  June  2,  the  Health  Ministers' 
( louncil  r  eached  a  common  posi- 
tion on  the  action  programme  on 
health  promotion,  information, 
education  and  training  which 
supports  self-medication.  This 
programme  was  likely  to  be 
adopted,  probably  towards  the 
end  of  1995. 

Pressure  on  health  budgets 
meant  that  member  states  and 
health  authorities  were  likely  to 
look  closely  at  self-medication  as 
it  was  generally  accepted  that 
increased  usage  of  OTC  medicine 
may  help  to  relieve  the  financial 


burden  of  healthcare  costs. 

However,  Mr  Flynn  stressed 
that  the  promotion  of  self-med- 
ication should  not  rely  solely  on 
economic  advantages  and  should 
be  considered  as  part  of  a  wider 
strategy,  otherwise  self-medica- 
tion may  become  linked  in  the 
public  mind  with  a  reduced  level 
of  service  or  inferior  treatment. 

In  addition,  the  limits  of  self- 
medication  must  be  recognised 
and  careful  consideration  must 
be  given  to  the  categories  suit- 
able for  switching  from  prescrip- 
tion to  OTC.  Another  key  ele- 
ment of  this  strategy  was  provid- 
ing patients  with  information  to 
help  them  underst  and  what  it  was 
(hey  were  buying  and  how  it 
should  be  used. 

Mr  Flynn  suggested  that  phar- 
macists could  improve  their  train- 
ing to  enable  them  to  play  a 
greater  role  in  providing  informa- 
tion, adv  ice  and  assistance  to  the 
public.  The  Commission's  health 
promotion  programme  recog- 
nised that  pharmacists  have  a  key 


role  to  play  in  advising  on  the  cor- 
rect use  of  both  prescription  and 
OTC  products  and  in  helping  peo- 
ple identify  those  circumstances 
w  here  a  doctor  should  be  con- 
sulted. 

Continued  on  P960  ► 
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European  Commissioner  Padraig 
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A  F  TE  R 


£45 

After 
Sun 


dermatological 
Aftersun  care 


Dermatologists  and  dry  skin  sufferers  alike 
nave  always  trusted  the  superior  moisturising 
properties  of  the  E45  range.  Building  on  this 
expertise,  new  E45  Aftersun  effectively  restores 
the  skin's  moisture  level  reduced  by  the  sun. 
This  allergy-screened,  dermatologically  tested 


moisturiser  cools  sun-exposed  skin  and  restores 
its  softness  and  suppleness. 

E45  Aftersun  has  every  quality  you've  come 
to  associate  with  the  range,  including 
our  unmatched  support.  All  it  needs  now  is 
yo  u  r  reco  m  in  en  da  t  i  o  n . 


E  4  5     PROVEN  PROTECTION 
FOR    DELICATE  SKIN 


For  more  informant 
t  rookes  I  lealthcare  1 1 


i  on  the  Sun       range,  please  contact: 
lited,  RO  Box  57,  Nottingham  NG7  2LJ. 


AESGP 


GPs  require  more 
information  on  OTCs 


Continued  from  P959 

He  highlighted  lack  of  compli- 
ance as  a  particular  area  of  con- 
cern, not  just  lor  the  individual 
patient  but  also  for  public  health 
resources.  He  referred  to  a  simi- 
lar difficulty  with  expiry  dates 
and  storage,  where  products 
could  be  rendered  totally  ineffec- 
tive or  even  potentially  harmful  if 
instructions  were  not  followed. 

Advertising  was  an  important 
part  of  the  information  system 
and,  although  Mr  Flynn  said  the 
use  of  umbrella  trademarks  may 
help,  he  would  like  to  see  more 
evidence  on  their  effectiveness. 

In  all  of  these  areas,  the  atti- 
tude of  doctors  towards  self-care 
and  self-medication  would  be 
important  and  the  commissioner 
emphasised  the  need  for  more 
dialogue  with  doctors  on  this  sub- 
ject. He  was  satisfied  that  initia- 
tives had  been  taken  to  ensure 
that  GPs  only  prescribe  the 
amount  of  medication  required 
by  the  patient,  unused  medicines 
were  collected  and  repeat  pre- 
scriptions were  easily  obtained. 

Mr  Flymi  concluded  by  explain- 
ing how  pharmaceutical  compa- 
nies wanting  to  market  their  med- 
icinal products  in  the  Community 
could  now  choose  between  a  cen- 
tralised procedure  leading  to  a 
single  authorisation,  valid  for  the 
whole  Community,  or  a  decen- 
tralised procedure  based  on 
mutual  recognition  of  national 
marketing  authorisations. 


In  developing  countries,  most 
pharmaceutical  products  could 
be  obtained  without  prescription, 
so  the  line  between  prescription 
and  over  the  counter  products 
was  becoming  finer,  Dr  Fernando 
Antezana,  assistant  director  gen- 
eral of  the  World  Health  Organi- 
sation, told  the  conference. 

If  the  products  involved  were 
highly  potent,  very  sensitive  to 
dosage  variations  or  required 
clinical  surveillance,  self-medica- 
tion could  pose  pr  oblems.  It  was 
the  responsibility  of  the  national 
authorities  to  determine  drug  sta- 
tus, depending  on  potency,  effi- 
cacy and  risks. 

Self-medication  for  minor  ail- 
ments represented  a  positive  step 
for  primary  care  as  it  left  more 
time  and  money  for  serious  prob- 
lems. However,  it  complemented 
not  replaced  formal  pr  imary  car  e. 

Well  informed  patients  were 
better  able  to  help  themselves.  Dr 
Antezana  told  the  manufacturers 
in  the  audience:  "You  will  be 
judged  by  the  extent  to  which  you 


Doctors  and  many  consumers 
have  a  very  narrow  view  of 
the  role  of  OTCs  and  an  out- 
dated appreciation  of  what 
is  available,  David 
Beauehamp,  a  director  of  White- 
hall Labor  atories,  told  the  confer- 
ence. He  suggested  that  these 
opinions  needed  to  be  modified  if 
the  GP  was  going  to  be  able  to 
adjust  to  the  financial  and  time 
pressures  now  placed  upon  him. 

Despite  the  delisting  of  major 
OTC  products  and  increasing 
pressure  on  GPs  to  keep  their 
pr  escribing  costs  down,  the  num- 
ber of  people  taking  their  minor 
symptoms  to  the  GP  was  as  high 
as  it  was  ten  years  ago,  and  doc- 
tors themselves  had  not  been 
encouraging  self-medication. 
Lack  of  information  on  OTCs  was 
thought  to  be  a  major  reason  for- 
tius situation. 

The  Proprietary  Association  of 
Great  Britain  had  responded  to 
this  gap  in  GP  knowledge  by  pro- 
ducing a  guide  to  OTC  medicines. 
However,  while  the  directory  had 


can  look  beyond  simple  product 
promotion  to  ways  in  which  you 
can  offer  information  and  educa- 
tion to  the  public." 


Dr  Fernando  Antezana,  assistant 
director  general  of  WHO 


been  well  received,  its  use  was 
still  very  passive,  with  doctors 
only  using  it  to  check  information 
that  the  patient  was  providing 
rather  than  actively  using  it  as  a 
source  for  recommendation. 

Advice  aboirt  self-medication 
was  most  often  given  by  GPs 
when  they  were  asked  to  make 
out  of  hours  visits.  A  number  of 
health  authorities  were  assisting 
GPs  in  this  area  by  producing 
leaflets  which  promoted  the  use 
of  OTC'  medicines  for  common 
conditions. 

Research,  carried  out  by  the 
PAGB,  had  shown  that  a  direct 
attack  on  GPs  through  promo- 
tional material  or  advertising  was 
not  appropriate.  There  had  to  be  a 
longer-term  initiative  to  inform 
and  educate,  and  develop  new 
habits,  by  working  with  those 
involved  in  establishing  the  con- 
tractual framework  within  which 
the  doctor  worked. 

A  number  of  medical  and  phar- 
maceutical advisors  who  were 
specifically  interested  in  OTC 


The  OTC  boom  hadn't  happened 
in  Europe  yet,  accor  ding  to  Peter 
Jensen,  chairman  and  senior  vice 
pr  esident  of  Smithkline  Beecham 
Consumer  Healthcare  Europe, 
but  SB  was  so  optimistic  about 
the  future  growth  of  this  mar  ket  it 
had  acquired  Sterling  Health  for 
$1.9  billion. 

Mr  Jensen  attributed  t  he  lack  of 
real  growth  in  this  market  to  a 
combination  of  factors:  the  lack 
of  innovation  in  the  mar  ket;  low 
advertising  investment  which  had 
not  increased  significantly  over 
the  past  decade;  high  consumer 
brand  loyalty;  free  prescriptions; 
a  habit  of  visiting  the  GP;  a  lack  of 
European  harmonisation;  a  lack 
of  investment  in  research  and 
development  by  the  OTC  industry 
(approximately  3.5  per  cent  of 
sales  compared  with  15  per  cent 
by  prescription  manufacturers); 
and  a  lack  of  global  perspective. 

However,  he  predicted  real 
growth  of  56  per  cent  in  the  Euro- 
pean OTC  market  over  the  next 
ten  years.  He  identified  the  key 
drivers  of  future  growth  irr 
Europe  as:  a  greater  willingness 
to  self-diagnose  and  treat  due  to 
better     consumer  education, 


development  had  created  a 
working  group  with  the  PAGB  to 
focus  on  OTC  medicine  in  general 
practice.  A  pilot  test  of  an  OTC 
r  esource  pack  was  being  carried 
out  at  12  local  authority  centres 
and,  if  the  initial  pilots  were  suc- 
cessful, they  would  be  extended 
to  a  national  initiative. 

Mr  Beauehamp  believed  that  to 
satisfactorily  bring  self-medica- 
tion into  primary  care,  manufac- 
turers, pharmacists,  GPs  and 
patients  would  have  to  adjust 
some  current  behaviour  patterns 
and  gain  some  new  knowledge. 

GPs,  for  their  part,  must  con- 
tinue to  reassure  patients  that 
self-medication,  if  appropriately 
practised,  is  beneficial  and  does 
not  mask  serious  diseases.  If  doc- 
tors were  confident  in  self-med- 
ication, they  would  be  able  to 
pass  this  confidence  on  to  the 
patient.  He  stressed  the  impor- 
tance of  GPs  in  influencing  the 
patient's  appreciation  of  self- 
medication  and  their  willingness 
to  operate  more  independently. 


Peter  Jensen  of  SB 


increased  prescription  charges 
and  reduced  reimbursement; 
indication  switches,  where  an  ini- 
tial diagnosis  would  be  followed 
by  repeat  OTC  purchase,  would 
grow  the  market  faster  than 
ingredient  switches;  harmonisa- 
tion of  regulatory  issues;  growth 
of  Eastern  European  markets; 
and  wider  distribution  for  self- 
medication  and  prevention  prod- 
ucts. Mr  Jensen  told  delegates 
there  were  "t  remendous  opportu- 
nities in  the  market,  and  not  just 
for  SB,  but  it  is  up  to  us  to  make  it 
happen". 


Fine  line  between  Rx  and 
OTC  in  developing  world 


Why  SB  are  optimistic 
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Sharing  switches  around 


The  experience  of  switching  a 
product  from  POM  to  P  was 
shared  witli  delegates  by  John 
Ball,  vice  president  of  Warner 
Wellcome  Europe,  who  used 
Zovirax  Cold  Sore  Cream  as  an 
example. 

Zovirax  closely  met  the  criteria 
for  a  switch  product:  good  safety 
profile;  easy  self-diagnosis;  self- 
limiting  condition;  easy  self-man- 
agement; and  a  recognised  pre- 
scription brand  name. 

Mr  Ball  said  his  company  had 
learned  a  lot  from  the  switch  and 
admitted  that  its  understanding 
of  the  disease  and  its  impact  on 
sufferers  before  the  switch  was 
negligible.  The  company  also 
realised  (hat  ( >T( '  marketing 
does  not  grow  the  prescription 
market, 

Neville  Edwards,  of  Selfmed- 
ication  International,  gave  an 
overview  of  the  H2  antagonists  in 
the  indigestion  market.  Outside 
the  UK,  progress  switching  this 
class  of  drugs  had  been  slow. 
Although  cimetidine  had  been 
registered  in  Italy,  no  brands  had 
yet  received  marketing  approval. 

According  to  figures  from  Self- 
medication    International,  the 


overall  impact  of  the  H2  antago- 
nists on  the  OTC  market  had 
been  quite  small  and  their  com- 
bined share  only  amounted  to  5.5 
per  cent.  However, 
m<  leased  act.iv- 
ity  in  the  indigestion 
area  had  benefited  1 

other   brands   with  1 
I 

Gaviseon  increasing 
its  share  to  23.5  per  ! 
cent    and  Remegel 
showing  24  per  cent 
growth  year  on  year. 

Mr    Edwards  sug- 
gested  that    the  H2 
antagonists  faced 
dilemma  as  their  pre- 
scription heritage  and, 
ironically,  their  famil- 
iarity positioned  them 
as  strong,  serious  prod- 
ucts and  not  naturally 
the  first  choice  for  the 
'mass-market'  con- 
sumer. 

The  amount 
reported  marketing  and 
advertising  activity  in  this 
area,  predicted  to  top  525 
million  this  year,  far  out- 
weighed the  sales 
achievements  to  date.  Mr 


Edwards  questioned  how  long 
these  levels  of  investment  could 
be  maintained. 


John 


Ball  of  Warner  Wellcome  Europe 


OTCs  around  Europe 


Although  regulations  and  health- 
care systems  differ  across 
Europe,  speakers  revealed  com- 
mon problems  and  solutions. 

Dr  Rob  Oudkerk,  a  member  of 
the  Dutch  parliament  and  also  a 
practising  GP,  discussed  the  situ- 
ation in  the  Netherlands,  where  it 
had  become  clear  that  cuts  had  to 
be  made  in  healthcare  in  order  to 
provide  the  necessary  care  for  all 
citizens. 

The  insatiable  hunger  of  the 
public  for  information  on  ill 
health  and  good  health  was  fed  by 
the  media  through  television  pro- 
grammes and  newspaper  or  mag- 
azine articles. 

Dr  Oudkerk  said  he  did  not 
object  to  information,  but  had 
strong  objections  to  incomplete 
and  fragmented  information, 
which  he  described  as  'keyhole 
truth'. 

The  media  message  that  the 
'Doctor  will  find  you  a  cure'  and 
recommendations  for  new  prod- 
ucts whose  efficacy  had  not  been 
proven  must  be  stopped,  accord- 
ing to  Dr  Oudkerk  ,  and  the  peo- 
ple to  do  this  are  "doctors,  coura- 
geous media  and  responsible 
politicians",  he  said. 

To  encourage  self-medication, 
the  Dutch  association  of  non-pre- 


scription medicines  manufactur- 
ers had  published  a  booklet, 
'Healthy  with  self-care',  which 
explained  how  people  could  treat 
simple  ailments  themselves  and 
when  they  should  see  the  doctor. 

In  the  autumn,  a  nationwide 
campaign  was  being  launched  to 
help  prevent  unnecessary  med- 
ical treatment.  It  would  deal  with 
expendable  visits  to  the  doctor, 
unwarranted  medical  tests, 
unnecessary  use  of  medicines 
and  unwarranted  referral  to  spe- 
cialists. A  national  information 
day  would  be  held  in  September. 

Dr  Oudkerk  believed  the  Dutch 
authorities  had  finally  under- 
stood that  if  they  wanted  eco- 
nomically and  socially  acceptable 
choices  to  be  made,  doctors,  citi- 
zens and  the  media  all  had  to  be 
brought  together. 

As  a  doctor  and  a  politician,  Dr 
Oudkerk  said  he  would  continue 
to  row  against  the  current  to  try 
and  convince  people  that  self- 
care  was  good  care.  "Often  just  as 
good  -  and  sometimes  better  - 
than  doctor's  care,"  he  said. 

In  Germany  the  population  vis- 
ited their  GP  and  discussed  the 
possibility  of  self-medication,  Dr 
Dieter  Thomae,  chairman  of  the 
health  committee  of  the  German 


Federal  Parliament  ,  told  the  con- 
ference. However,  as  elsewhere, 
GPs  sometimes  were  not  well 
informed  on  the  prices  and  packs 
of  OTC  products,  so  they  required 
further  information. 

The  potential  for  introducing 
new  indications  for  self-medica- 
tion through  collaborative  care 
was  discussed  by  Dr  Bernd  Eber- 
wein,  director  of  BAH  in  Ger- 
many. Collaborative  care  allowed 
the  doctor  to  make  an  initial  diag- 
nosis and  prescription,  which 
could  be  followed  by  self-medica- 
tion with  the  doctor  retaining  an 
advisory  role  in  certain  condi- 
tions. 

Germany  already  had  some 
experience  of  collaborative  care, 
as  patients  with  cardio/cii dila- 
tory diseases  could  self-medicate 
with  hawthorn  and  other  OTC' 
products  containing  cardiac  gly- 
cosides. Conditions  suitable  for 
collaborative  care  included 
asthma,  diabetes,  irritable  bowel 
syndrome  and  rheumatism,  as 
well  as  hormonal  contraception. 
Dr  Eberwein  listed  the  conditions 
for  successful  collaborative  care 
as:  initial  diagnosis  by  the  doctor; 
full  and  comprehensive  informa- 
tion on  illness  and  treatment 
given  by  the  company  and  the 


Polish  perspective 

When  Poland  was  governed  by 
the  Communists  there  were  no 
OTC  products.  Following  col- 
lapse of  the  Iron  Curtain  anil  the 
introduction  of  a  new  system  the 
pharmaceutical  market  grew 
from  $590  million  in  IDS!)  to 
$l,400m  m  1994  . 

Deputy  minister  of  Health  and 
Social  Welfare  in  Poland,  Dr  Woj- 
ciech  Kuzmierkiewicz,  explained 
I  low  t  he  market  for  ( )T(  I  products 
has  developed  over  this  period. 
Article  5  of  the  Pharmacy  Act 
l!»!ll  specifies  the  products, 
including  herbal  and  homoeo- 
pathic preparations,  which  do  not 
require  registration  and  arc 
regarded  as  OTC.  There  are  five 
types  of  sales  outlets  for  OTC 
products  in  Poland  and  these  dif- 
fer in  the  number  of  drugs  which 
can  be  sold  and  the  qualifications 
of  the  staff.  They  range  from  gen- 
eral stores  which  can  sell  about 
12  listed  drugs  with  staff  requir- 
ing no  special  training  except 
sales  experience,  to  pharmacies 
which  sell  up  to  6,000  lines  and 
must  employ  a  pharmacist, 

Under  the  previous  regime, 
and  until  new  regulations  were 
introduced  recently,  it  was  illegal 
to  advertise  OTC  or  prescription 
drugs  to  the  public.  Therefore 
the  public  were  very  responsive 
to  OTC  advertising. 


Dr  Rob  Oudkerk,  GP  member  of 
the  Dutch  parliament 

medical  and  pharmaceutical  pro- 
fessions; and  advice  to  the  patient 
to  go  immediately  to  the  doctor  if 
anything  unexpected  occurred  or 
the  illness  worsened. 

Mr  Piergiuseppe  Rapazzini, 
executive  director  of  Assosalute, 
explained  how  the  reclassifica- 
tion of  all  proprietary  medicines 
had  led  to  mass  confusion  with 
doctors  unsure  what  drugs  could 
be  prescribed.  Assosalute,  an 
association  of  Italian  OTC  manu- 
facturers, launched  a  TV  and 
poster  campaign  to  increase 
awareness  of  responsible  self- 
medication,  targeting  consumers, 
health  authorities,  GPs,  pharma- 
cists and  the  mass  media. 
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With  Medinex*  the  picture  looks  a  lot  clearer.  That's  hecause 
Medinex  contains  diphenhydramine,  an  ingredient  that,  in  tests, 
showed  a  significantly  shorter  half  life  than  promethazine!  (And 
when  it  comes  to  temporary  sleeping  aids,  the  shorter  the  half  life, 
the  more  likely  it  is  that  the  patient  will  wake  up  refreshed  and 
clear-headed.) 

Open  your  eyes  to  Medinex.  It's  the  unique  solution  to 
sleepless  nights  that  really  gets  sales  up  and  going. 


i  Canutherc  SG  el  al  Clin  Pharmacol  thee  1978,23(4)  375-382.  Bellinger  WG  et  al  Clin  Pharmacol  ther  1982,32(31 387-391,  Blyden  St  et  at 
J  Clin  Pharmacol  1986,26  529-533.  Moolenaar  F  et  al  Int  J  Pharmaceutics  1981;9  353-357 


Medinex.  A  better  sleep  for  a  brighter  morning. 


medinex 

HELPS  YOU  SLEEP 


Contains  diphenhydramine. 


PRODUCT  INFORMATION  Presentation;  A  viscous  syrup  tor  oral  administration  Each  5m!  contains  Diphenhydramine  Hydrochloride  Ph  Eur  lOing  Uses:  Medinex  is  a  short-term  mild  hypnotic  tor  use  in  the  relief  of  occasional 
insomnia  Dosage:  Adults.  10-25  ml  at  bedtime,  or  after  retiring  when  sleep  is  not  readily  achieved  Not  recommended  for  children  under  Ihe  age  ol  16  Contraindications:  Known  sensitivity  to  the  product  and  porphyria 
Interactions:  Diphenhydramine  may  potentiate  hypnotics  and  anxiolytn s  Special  Warnings  and  Precautions:  Avoid  concurrent  taking  of  alcohol  Use  with  caution  in  prostatic  hypertrophy  epilepsy,  glaucoma  and  hepatic 
disease  Side  Effects;  Dryness  of  mouth,  dizziness,  nausea,  difficulty  in  micturation,  allergic  reaction  and  rarely  thrombocytopenia  may  occur  Effect  on  ability  to  drive  and  use  machines:  May  cause  drowsiness,  if 
affected  do  not  drive  or  operate  machinery  Incompatibilities;  Barbiturates  and  lodo  compounds  in  solution  Use  during  pregnancy  and  lactation:  Not  recommended  Pharmaceutical  Precautions:  Store  in  a  cool 
dry  place,  below  25"C  Legal  Category:  P  Packaging  quantities:  Bottles  of  100ml  Product  License  No:  PL0165/0113,  Date  of  Preparation:  March  1995  Shelf  life:  3  years  Price:  £3  19  Product  Licence 
Holder  Whitehall  Laboratories  Limited.  Taplow,  Berkshire,  $1.6  OPH  'Trade  Mark 
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Group  practices 

What's  the  best  way  to  maximise  patient 
care?  Start  a  group  pharmacy  practice  I 


Successful  advertising  Research  Digest 

The  NPA's  Mary  Allen  explains  how  to  The  impact  of  health  educatio 
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make  the  most  of  advertising  IV 


pact 
cancer  VII 


Tucation  on  skin 


The  oiuy  way  forward 


So  much  to  do,  so  little 
time  -  a  familiar  refrain 
for  most  pharmacists. 
The  solution  lies  in 
having  a  second,  or  even 
a  third,  pharmacist  Joel 
Hirst,  Hooman 
Ghalamkari  and  Tariq 
Muhammad  of  group 
pharmacy  practice 
Pharmacy  Plus  explain 


roup  pharmacy  practices 
(GPP)  are  a  possible 
jl  solution  to  many  of  the 
practical  difficulties  that 
community  pharmacists  face 
in  trying  to  maximise  their 
contribution  to  patient  care.  In 
this  article,  we  hope  to 
examine  what  these  practical 
difficulties  are,  outline  the 
benefits  and  opportunities 
that  GPPs  can  offer,  and 
suggest  changes  to  the 
pharmacy  infrastructure 
which  will  help  facilitate  their 
development. 

What  is  a  GPP? 

A  GPP  is  defined  as  the 
presence  of  more  than  one 
pharmacist  engaged  in 
professional  activity  in  a 
pharmacy^.  There  are  already 
a  few  GPPs,  some  8  per  cent 
of  pharmacies  have  been 
estimated  to  have  more  than 
one  pharmacist  working  in 
them2'3.  Many  Boots'  stores 
have  more  than  one 
pharmacist  engaged  in 
professional  activity. 

Are  they  necessary? 

Pharmacists  are  working 
harder  for  ever-decreasing 
remuneration  and  are  being 
asked  to  do,  or  are 


A  second  pharmacist  frees  up  more  time  to  visit  care  homes 


volunteering  to  take  on,  an 
increasingly  wider  role.  They 
are  expected  to  spend  more 
time  giving  advice  to  patients 
on  an  expanding  range  of 
potent  non-prescription 
medicines,  while  being  put 
under  more  and  more  public 
scrutiny  from  consumer 
associations^. 6, 7. 

In  addition,  there  are  other 
issues  which  are  causing 
constraints  on  pharmacists: 

•  decreasing  profitability  of 
the  OTC  trade 

•  increased  competition 
through  the  availability  of 
GSL  medicines  in  non- 
pharmacy  outlets 

•  increasing  interest  of  large 
public  limited  companies  in 
pharmacy 


•  the  huge  changes  in  the 
NHS,  including  local 
negotiations 

•  increasing  pressure  to  open 
for  longer  hours 

•  the  need  for  'life-long 
learning'  as  the  profession 
continues  to  expand  its 
necessary  knowledge  base  to 
take  on  the  suggested  wider 
role 

•  the  need  for  practice 
research  and  audit  to  justify 
pharmacy's  existence  to  the 
NHS. 

Sooner  or  later  community 
pharmacists  must  say:  "We 
cannot  do  any  more." 
Otherwise  patient  care  will  be 
compromised. 

Even  now  community 
pharmacists  have  to  prioritise 


the  most  basic 
pharmaceutical  service  - 
counselling  on  prescriptions. 
Surely  pharmacists  must  take 
on  this  basic  responsibility 
and  not  compromise  patient 
safety. 

To  date,  nobody  in  the 
profession  has  been  willing  to 
stand  up  and  tackle  this 
fundamental  problem.  In  fact, 
it  has  not  been  admitted  clue 
to  the  lack  of  a  solution.  It 
seems  professionally 
neglectful  that  the  profession 
has  not  already  taken  action. 

Many  pharmacists  agree 
that  a  second  pharmacist  is 
needed  to  improve  patient 
care.  However,  no  practical 
mechanisms  have  been 
pursued. 

The  benefits 

A)  For  the  patient 

The  benefits  for  the  patient 
are  potentially  huge.  There 
are  so  many  opportunities 
with  increased  pharmacist 
manpower  to  improve  patient 
care.  In  such  an  environment 
pharmacists  would  have  the 
time  to  explore  and  develop 
where  their  knowledge  could 
be  used.  Examples  include: 

•  more  time  can  be  spent 
with  patients.  Too  many  times 
pharmacists  are  often 
frustrated  wanting  to  talk  to 
someone  but  being  unable  to 

•  new  services  can  be 
introduced 

•  the  staff  has  less  pressure 
to  deal  with  patients  who 
perhaps  should  be  speaking 
to  a  pharmacist 

•  more  pharmacist's  time  can 
be  dedicated  to  training 
counter  assistant  staff 

•  the  patient  no  longer  needs 
to  feel  guilty  if  they  want  to 
talk  to  a  pharmacist  in  a  busy 
shop 

Continued  on  Pll  ► 
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A  Continued  from  PI 

•  the  reduction  in  pressure  is 
bound  to  reduce  the  potential 
for  dispensing  errors  and 
mismanagement. 

B)  For  the  business 

With  the  pharmacist  no  longer 
tied  to  the  dispensing  bench 
needing  to  check 
prescriptions,  the  following 
can  be  undertaken  which  will 
benefit  the  business: 
9  time  with  bank  managers, 
company  representatives, 
solicitors,  etc  can  be  better 
prepared  for.  Time  pressures 
are  removed  so  more  time  can 
be  spent  getting  a  better  deal 

•  the  need  for  locums  and  the 
detrimental  impact  they  have 
on  business  can  be  removed 

•  more  effort  can  be  spent  on 
developing  methods  to 
maximise  a  favourable 
cashflow 

•  promotional  visits  can  be 
made  to  local  groups  to 
enable  better  marketing  of  the 
business  and  a  resulting 
increase  in  revenue. 

C)  For  the  primary  care  team: 

•  much  better  communication 
between  local  nursing  and 
medical  staff  is  possible  by 
being  able  to  leave  the 
premises  and  attend  lunch 
meetings,  interface  with  other 
pharmacists  in  both  primary 
and  secondary  care 

•  clinical  services  in  opening 
hours  can  be  developed  and 
marketed  to  fund-holding 
practices  and  the  FHSA. 

D)  For  the  profession: 

•  the  pharmacist  can  take  a 
much  more  proactive  role  in 
the  community  raising  the 
profile  of  pharmacy 

•  initiatives  on  seamless  care 
would  have  a  better  chance  to 
flourish 

•  pharmacists  are  better  able 
to  specialise  and  develop  new 
roles 

•  pharmacists  would  be 
better  able  to  audit  and  to 
carry  out  vital  research  which 
the  profession  desperately 
requires 

•  pharmacist  specialisation 
will  be  much  easier.  With 
more  than  one  pharmacist, 
the  pharmacists  can  specialise 
in  certain  areas  of  clinical 
importance  and  develop 
deeper  skills  in  helping 
doctors  and  patients. 

The  opportunities 

The  opportunity  to  develop  all 
the  new  services  proposed  in 
recent  reports^  are  endless 
and  the  limit  is  only  the 
pharmacists'  imagination. 
These  include: 

•  medicines  hotlines  from 
community  pharmacies, 
increasing  the  availability  of 
the  pharmacist  to  the  public 
and  those  who  are  quite 


possibly  in  greatest  need  of 
pharmaceutical  care 

•  smoking  cessation  clinics 
on  the  lines  of  the  PAS  model 
are  much  more  practical  with 
dedicated  periods  of  time. 
This  can  be  extended  to 
pharmacists  providing 
smoking  cessation 
programmes  to  companies 

•  health  screening  prog- 
rammes can  be  developed 
properly  in  conjunction  with 
existing  clinics  and  possibly 
even  contracts  can  be  won 
from  fundholding  practices  to 
hold  such  clinics.  Similarly 
this  too  can  be  marketed  out 
to  employers 

•  repeat  prescribing  and 
formulary  development 
activities  again  can  be 
developed,  with  the  practices 
being  charged  for  the  service 

•  regular  training  and  visits  to 
nursing  homes  will  help  to 
minimise  day  to  day  problems 

•  domiciliary  pharmacy 
available  within  work  hours 
where  there  is  a  clear  need 
from  housebound  patients 

•  social  services  staff,  such  as 
home  helps,  could  be  trained 
and  updated  on  the  handling 
of  medicines. 

There  are  many  other 
services  which  can  be 
developed  and  used  to 
maximise  pharmaceutical  care 
to  the  general  public.  A  lot  of 
these  services  can  be  self- 
funding  or,  with  the  right  pilot 
work,  funding  can  be  sought 
from  various  bodies,  including 
regional  and  local  NHS 
funding  bodies. 

Key  problems 

Pharmacists  who  are  already 
under  severe  financial 
pressures  cannot  immediately 
justify  another  pharmacist's 
salary. 

Experience  shows  that,  with 
the  right  pharmacist  in  the 
right  environment,  the  initial 
financial  consequences  of  a 
second  pharmacist  are  more 
than  compensated  for  in  the 
long-term.  Also  movement  to 
a  group  pharmacy  practice 
can  be  gradual  rather  than 
sudden.  A  second  pharmacist 
can  be  phased  in  as 
innovations  are  developed. 

Pharmacists  will  also  have 
to  leave  their  dispensaries  and 
learn  how  to  effectively 
market  and  promote  their 
services  in  a  competitive 
healthcare  system.  This 
requires  a  radical  change  of 
attitude. 

How  can  it  be  done? 

There  are  several  ways  in 
which  it  can  come  about. 
Some  pharmacists  will  have 
the  combination  of  the  drive, 
opportunity  and  suitable 
location  to  be  bold  and  start  a 


GPP.  Other  pharmacists  in  the 
short-term  will  find  this 
impossible  in  the  current 
system. 

There  are  several  changes 
which  could  be  made  to  the 
existing  pharmacy  infra- 
structure to  encourage  GPP 
growth  These  include: 

•  awarding  pharmaceutical 
contracts  by  numbers  of 
pharmacists  rather  than 
numbers  of  pharmacies.  This 
would  pave  the  way  for  the 
amalgamation  of  pharmacies 
existing  in  close  proximity, 
without  worrying  about  other 
pharmacists  taking 
relinquished  contracts 

•  a  remuneration  system 
based  on  number  of 
registered  patients  rather  than 
prescriptions  dispensed.  This 
would  provide  pharmacists 
with  a  more  secure  remunera- 
tion structure,  to  allowing 
greater  focus  on  the  quality  of 
pharmaceutical  care  to 
patients  rather  than  volume  of 
work. 

•  Government  cash  incentives 
to  form  GPPs.  In  the  long  run, 
a  GPP  will  offer  better  care 
more  efficiently  and  so  will 
save  the  Government  money. 
A  similar  situation  happened 
in  the  '70s  when  financial 
incentives  were  given  to  GPs 
to  form  group  practices 

•  a  second  pharmacist 
allowance  to  be  funded  out  of 
the  global  sum 

•  a  professionally-agreed 
maximum  workload  that  one 
pharmacist  can  provide  safely. 

The  RPSGB  and  PSNC  need 
a  strategy  to  present  to  the 
Government.  The  profession 
will  never  progress  without 
openly  admitting  that  the 
current  provision  of 
pharmaceutical  services  is 
unable  to  cope  with  the 
pharmaceutical  needs  of 
patients. 

Pharmacists  need  a  vision  of 
where  they  want  to  be  and  a 
strategy  of  how  to  get  there. 
GPPs  are  one  such  strategy, 
but  are  not  the  whole  answer. 
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ADVERTISEMENT 


Our  new  solution  to  scalp  psoriasis 
makes  good  headway 


Dovonex  Scalp  Solution  was  developed  to  provide  those  suffering 
from  scalp  psoriasis  with  an  alternative  to  dithranol,  tars  and 
topical  steroids.  An  effective  and  cosmetically  pleasant  treatment, 
Dovonex  Scalp  Solution  has,  since  its  introduction  in  October  94, 
achieved  sales  of  over  50,000  bottles. 


Dovonex2 

Scalp 
Solution 


Psoriasis  is  a  very  common 
skin  condition  affecting 
between  2%  and  5%  of  the 
population.  The  scalp  is 
frequently  cited  as  a 
commonly  affected  site. 

Scalp  psoriasis  occurs  when 
skin  cells  are  produced  too 
quickly.  This  causes  scaling 
and  redness  and  it  can  be 
uncomfortable  and  itchy. 
What  is  worse  for  some 
patients  is  the  way  it  looks, 
it  can  be  unsightly  and 
unattractive  as  well  as 
leaving  behind  a  shower 
of  white  flakes. 


Dovonex  Scalp  Solution  is 
not  associated  with  the 
side-effects  caused  by  potent 
topical  steroids  or  the  mess 
and  smell  found  with  tars 
and  dithranol. 

Dovonex  Scalp  Solution 
is  well  tolerated  by  the 
majority  of  patients.2 
Although  lesional  or 
perilesional  irritation  is 
not  uncommon  it  only 
necessitates  cessation  of 
treatment  in  less  than  5% 
of  patients. 


Improves  their  scalp 
psoriasis1 

New  Dovonex  Scalp 
Solution  has  been  shown  to 
reduce  "redness,  thickness, 
scaliness  and  extent  of 
psoriasis."'  Additionally 
patients  have  reported  a 
reduction  in  "...  scalp 
flaking  and  itching."1 


You'll  like  the  way 
they  like  it! 

New  Dovonex  Scalp 
Solution  is  pleasant  to  use. 
It  isn't  greasy. 
It's  invisible  after 
application. 

It  doesn't  colour  hair  or 
stain  clothes. 

It's  easy  to  use  and  get  on 
with  -  which  patients  like. 


Free  patient  advice 
(and  help) 

To  help  patients  with  scalp 
psoriasis  Leo  Laboratories 
have  produced  patient 
educational  materials. 
The  leaflet,  Scalp  Psoriasis 
"Getting  Ahead"  offers 
basic  information  and 
handy  tips  about  living  with 
scalp  psoriasis. 


There's  an  audio  cassette 
too.  Presented  in  a  phone-in 
format  this  lively  programme 


To:  Scalp  Psoriasis  Patient  Education  Package, 
Leo  Laboratories  Limited,  FREEPOST  (AL224), 
Longwick  Road,  Princes  Risborough, 
Bucks  HP27  9BR 

[NO  STAMP  REQUIRED) 

Please  send  me 
a  complimentary 
supply  of  your 


Scalp  Psoriasis 
"Getting  Ahead"  leaflets 

Scalp  Psoriasis 
"Getting  Ahead"  cassettes 


PLEASE  TICK 
BOXES 


J 
J 

"Understanding  Psoriasis"  leaflets  J 


Pip  code:209  4886 

Size:60ml  bottles 

Available  through  all  wholesalers 


is  chaired  by  Simon  Bates 
the  well-known  DJ.  It  brings 
to  life  some  of  the  problems 
and  solutions  of  living  with 
scalp  psoriasis.  For  more 
general  information  about 
psoriasis  and  hints  on  how 
patients  and  families  can 
cope  with  it,  the  leaflet 
"Understanding  Psoriasis"  is 
also  available. 

Contact  us  today 

To  receive  your  free  supply 
of  leaflets  and  cassettes 
please  cut  out  and  complete 
the  coupon  below,  put  it  in 
an  envelope  and  return  it 
postage  free  OR 
telephone  01753  833348 
and  ask  for  patient 
educational 
materials. 


Address 

(USE  YOUR  STAMP  OR  LABEL) 


Name 


Pharmacy  Name 


953 
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flaunt  it 


Pharmacy  Week  focuses  attention  on 
the  profession  like  never  before.  But 
how  do  you  turn  one  week  into  a  year- 
long advertising  campaign?  fcy  M\en 
professional  and  information  services 
manager  at  the  National  Pharmaceutical 
Association,  shows  you  how 


How  things  have  changed 
over  the  last  few  years! 
Time  was  when  you'd 
almost  get  hung,  drawn  and 
quartered  by  the  Royal 
Pharmaceutical  Society's  Ethics 
Committee  for  even  thinking 
about  advertising.  And,  by 
golly,  if  you  used  the  word 
'pharmacist'  more  than  once  or 
twice  in  any  advert  you  dared 
to  produce  -  well  you  might  as 
well  stick  your  pestle  back  in  its 
mortar  for  the  last  time, 
because  you  were  as  good  as 
finished! 


I'm  exaggerating  wildly,  of 
course.  But  up  to  1990,  most 
pharmacists  didn't  bother 
advertising  because  the  rules 
were  too  restrictive,  while  the 
mavericks  went  ahead  and 
chanced  their  arm,  feeling  the 
increased  publicity  was  worth 
it.  However,  these  days,  not 
only  does  the  Society's  Code  of 
Ethics  say  it's  all  right  to 
advertise,  it  positively 
encourages  it.  Paragraph  seven 
of  the  Code  says:  "A 
pharmacist  or  pharmacy  owner 
should,  in  the  public  interest, 


provide  information  about 
available  professional 
services." 

Why  the  change? 

The  relaxation  came  about 
mainly  because  of  Govern- 
ment changes  regarding 
competition  promotion.  There 
was  pressure  from  the  Office  of 
Fair  Trading,  forcing  the 
Society  and  other  professional 
bodies  to  rethink  their  own 
views  on  publicity.  The  general 
drift  was  that  by  letting 
consumers  know  what  was  on 


offer  by  way  of  professional 
services,  they  could  make  their 
own  choices. 

Despite  this,  many 
pharmacists  simply  have  not 
woken  up  to  the  opportunities. 
Many  continue  to  think  they 
can  only  advertise  if  they  open 
a  new  pharmacy,  or  undergo  a 
refit.  But  pharmacists  need  to 
grasp  every  opportunity  to 
promote  their  services,  and,  if 
you  aren't  already  doing  so, 
you  should  be  thinking  about 
how  you  can 

It's  not  just  promoting  what 
you  do  personally,  but  the 
profession  as  a  whole.  After  all, 
what's  good  for  the  profession 
is  good  for  your  business. 

What  can  I  do? 

While  the  Society  has  relaxed 
its  stance  on  advertising,  it 
does  not  condone  tatty 
'adverts'  handwritten  in  black 
felt  tip  pen  on  dayglo  pink 
paper  stuck  up  in  windows  with 
Bluetac,  promoting  special 
offers.  Although  the  rules  for 
advertising  professional 
services  have  been  relaxed, 
they  are  still  fairly  restrictive 
about  non-professional 
services,  so  be  careful  if  you 
intend  to  mix  the  two.  The  NPA 
is  always  happy  to  help  its 
members  with  advice  and  you 
can  always  ask  the  Society 
before  you  go  to  print. 

The  emphasis  is  very  much 
on  promoting  professional 
services  -  letting  the  public 
and  others  know  what  you  do. 
And  with  the  wealth  of  things 
that  you  are  probably  already 
doing,  but  don't  always  tell 
people  about,  you  can  worry 
less  about  special  offers,  and 
concentrate  on  your  added 
value  as  a  professional. 

As  long  as  you  don't  claim 
superiority  over  the 
professional  services  of  others, 
the  publicity  is  dignified, 
factual  and  truthful  and  doesn't 

Continued  on  pVI  ► 
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bring  the  profession  into 
disrepute,  you  can  more  or  less 
say  what  you  like. 

Practice  leaflets 

Several  years  ago,  the  National 
Pharmaceutical  Association 
introduced  the  concept  of 
practice  leaflets  for  its 
members  as  a  business 
service,  building  on  the  good 
example  of  Sheffield 
community  pharmacist  Martin 
Bennett.  The  Society  supported 
this  way  forward,  and,  from 
November,  1993,  the 
Department  of  Health 
introduced  a  requirement  that 
NHS  contractors  in  England 
and  Wales  should  provide 
pharmacy  practice  leaflets  to 
qualify  for  the  professional 
allowance. 

So  why  was  it  at  an  LPC 
meeting  telling  purchasers 
about  pharmacy,  a 
representative  from  the 
Community  Health  Council 
asked  why  pharmacists  didn't 
let  people  know  what  they 
offered?  Are  you  keeping  your 
leaflets  under  the  counter? 

At  the  other  end  of  the 
spectrum,  innovative 
pharmacists  have  organised 
distribution  of  their  practice 
leaflets  with  home  helps'  pay 
packets  -  what  better  way  of 


letting  the  housebound  know 
how  you  can  help,  particularly 
if  you  offer  prescription 
collection  services? 

During  the  great  collection 
and  delivery  services  surge  a 
few  years  ago,  following  the 
success  of  the  NPA  'Action 
Pack',  quite  a  few  pharmacists 
bought  vans  for  this  purpose. 
And,  while  it  is  OK  to  have  your 
pharmacy  name  on  the  van,  it 
is  sometimes  a  mixed  blessing. 
People  don't  always  want  vans 
drawing  up  outside  their 
houses  with  references  to  phar- 
macies on  them.  Who  wants 
'Stoma  Bags  R  Us'  on  their 
doorstep?  Discretion  rules! 

There  are  many  forms  of 
publicity  -  several  NPA 
members  regularly  produce 
newsletters  giving  information 
about  what  they  do,  as  well  as 
other  relevant  advice.  One  uses 
the  services  of  a  PR  company 
to  produce  a  quality  newsletter 
for  his  residential  homes  and 
another  for  his  GPs,  and  his 
investment  has  paid  off. 

Get  national 

Make  the  most  of  national 
campaigns,  such  as  National 
Asthma  Week  or  Diabetes 
Awareness  Week,  to  focus  on  a 
theme  and  let  everyone  -  the 
public,  healthcare 
professionals  and  relevant  self- 
help  groups  -  know  in  what 


way  you  can  contribute. 

One  NPA  member  last  year 
homed  in  on  National 
Continence  Week  and  exploited 
every  avenue.  He  is  now  known 
locally  as  someone  to  see 
when  there  are  problems  and 
this  has  not  only  been  good  for 
business  but  has  increased  his 
standing  with  the  local 
continence  nurses  and  other 
health  professionals. 

It  was  good  for  us,  too, 
because  we  were  able  to  feed 
in  his  and  other  NPA  members' 
experiences  to  the  Department 
of  Health  and  the  Continence 
Foundation.  This  year,  the  DoH- 
initiated  Continence  Awareness 
Campaign  focused  on  the  role 
of  the  community  pharmacist. 

Those  of  you  who  are  getting 
into  the  audit  habit  can  use  the 
results  of  your  audit  to 
promote  your  services.  One 
pharmacist  audited  her  oral 
health  activities,  hoping  to 
reduce  sweet  sales  and 
increase  those  of  dental 
hygiene  products.  She  used  the 
opportunity  to  write  an  article 
for  the  local  newspaper.  The 
result  was  great  publicity  at  no 
cost,  increased  overall  sales,  as 
well  as  better  oral  health  for 
her  customers. 

Pharmacy  Week 

If  you've  not  done  anything  for 
Pharmacy  Week  to  promote 


what  you  do,  you  are  missing  a 
golden  opportunity.  Never  has 
anything  been  easier  with  the 
excellent  resource  pack 
produced  by  the  massed 
efforts  of  the  Society,  PSNC 
and  the  NPA.  It's  not  too  late  to 
do  a  window  display  to 
promote  some  aspect  of 
service. 

Although  the  central  theme 
of  the  week  is  the  safe  use  of 
medicines,  anything  you 
choose  with  a  professional 
focus  will  be  better  than  those 
too-often  seen  'one  of 
everything'  windows  that 
epitomise  so  many 
pharmacies.  So  clean  out  all 
those  dusty  perfumes  and 
faded  packets  and  replace 
them  with  a  window  about 
smoking  cessation  or  some 
other  health  promotion  theme. 
I  bet  you  sell  more  products! 

The  NPA  has  done  a  great 
deal  over  the  past  decade  to 
increase  public  awareness  with 
its  'Ask  Your  Pharmacist' 
advertising  and  PR  campaign. 
While  this  continues,  we  are 
also  looking  to  promote 
pharmacy,  particularly  the 
professional  services  of  NPA 
members,  to  health  authorities, 
local  authorities  and  to  those 
who  care  about  people  who  are 
sick.  You  can  help  yourself  and 
us  by  promoting  what  you  do 
at  every  opportunity. 


A  worldwide  solution  for 
constipation  is  now  a  powder 
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Discontinuing  NSAIDs  in  OA 


"  SAID  discontinuation 
rates  are  high  among 
people  with  osteoarthritis 
(OA),  according  to  an 
American  study. 

Pharmacists  and 
epidemiologists  analysed 
data  from  the  Puget  Sound 
health  maintenance 
organisation  to  monitor 
NSAID  use  over  12  months 
among  1,405  people  who 
received  a  new  prescription 
for  aspirin,  naproxen, 
ibuprofen  or  piroxicam. 

The  drugs  were  being 
prescribed  for  different 
reasons:  patients  given 
piroxicam  had  more  severe 
OA;  were  more  likely  to  have 
a  history  of  gastro-intestinal 
problems;  and  were  more 
likely  to  have  taken  steroids. 
Twenty  per  cent  of  this  group 
were  taking  an  l^-antagonist 
compared  with  10-12  per  cent 
of  other  patients. 

Discontinuation  rates  were 
highest  during  the  first  two 
months  after  the  first 
prescription,  reaching  40  per 
cent  for  piroxicam  and  50  per 
cent  for  other  NSAIDs.  The 
median  time  to  discontinua- 
tion was  approximately  50 
days  for  ibuprofen  and 
naproxen;  66  days  for  aspirin; 
and  120  days  for  piroxicam. 

Compared  with  piroxicam, 
the  relative  risk  of 
discontinuation  after 
adjustment  for  age,  sex,  OA 
severity  and  history  was  1.10 
for  aspirin  and  -  significantly 
different  from  piroxicam  - 


1 .40  for  naproxen  and  1 .43  for 
ibuprofen.  Similar  differences 
occurred  when  the  analysis 
was  restricted  to  patients  with 
mild  disease  or  those  with  no 
previous  NSAID  use. 

There  are,  therefore, 
differences  between  NSAIDs 
in  discontinuation  rates  in 


patients  with  OA,  irrespective 
of  the  reasons  for  their  use. 
Therefore,  discontinuation 
rates  may  be  a  useful 
indicator  of  the  overall  benefit 
and  risk  from  the  patient's 
perspective. 

Journal  of  Rheumatology 
1995;22:709-12 


diabetic  neuropathy 


Treatment  of  people  with 
I  diabetes  has  shown  that 
A  angiotensin  converting 
enzyme  inhibitors  reduce  the 
risk  of  nephropathy, 
independently  of  their  effects 
on  blood  pressure.  Research 
from  Sheffield  suggests  there 
may  also  be  a  protective  effect 
against  diabetic  neuropathy. 

Thirteen  people  with 
diabetes  and  hypertension  - 
two  insulin-dependent,  the 
others  non-insulin  dependent 
-  were  treated  with  lisinopril 
20mg/day.  Nerve  function  was 
assessed. 

After  12  weeks'  treatment, 
there  were  significant 
improvements  in  all  nerve 
function  tests.  These  were  not 
correlated  with  reductions  in 
blood  pressure  and  were  riot 
due  to  improved  glycaemic 
control,  which  was 
unchanged. 

The  mechanism  of  this 
improvement  may  be  the 
potentiation  of  nerve  blood 
flow,  secondary  to  a  reduction 
in  the  formation  of  the 
vasoconstrictor  angiotensin  II 
and  reduced  breakdown  of  the 
vasodilator  bradykinin. 

The  authors  suggest  that 
structural  repair  to  the 
damaged  nerve  is  unlikely  to 
occur,  at  least  in  the  short- 
term.  These  findings  should 
now  be  further  tested  which, 
they  say,  should  evaluate  the 
potential  benefits  of  higher 
doses  of  lisinopril. 
Diabetic  Medicine  1995;12: 
307-9 


Malignant  melanoma:  effects  of  publicity 


In  recent  years,  a  worldwide 
increase  in  the  incidence  of 
skin  cancers  has  led  to  a 
greater  awareness  of  the 
importance  of  using 
sunscreens  and  avoiding 
unnecessary  exposure  to  the 
sun. 

In  the  UK,  dermatologists 
have  been  working  with  the 
Cancer  Research  Campaign  to 
increase  public  awareness  of 
the  risks;  to  encourage  self- 
reporting  of  suspected 
lesions;  and  to  monitor  trends 
in  occurrence.  Edinburgh,  one 
of  seven  participating  centres 
in  the  scheme,  has  reported  its 
experience  of  the  first  three 
years. 

A  publicity  campaign  began 
in  1985  in  Glasgow,  followed 


in  1987  by  Edinburgh  with  a 
programme  of  pamphlets  and 
posters  distributed  to 
surgeries,  pharmacies,  travel 
agents  and  health  clubs. 
Articles  were  published  in 
local  newspapers; 
dermatologists  appeared  on 
local  radio  and  in  a  TV 
documentary.  GPs  in 
Edinburgh  received  further 
education  about  melanoma 
and  were  invited  to  refer 
patients  to  a  new  pigmented 
lesions  clinic. 

The  campaign  increased 
referrals  to  dermatologists 
from  approximately  7,000- 
7,700  patients  annually  to 
8,000  in  1988  and  9,000  in 
1989.  The  proportion  of  new 
patients  in  whom  malignant 


melanoma  was  diagnosed 
increased  from  0.28  per  cent 
in  1982  to  0.8  per  cent  in  1989. 
This  was  in  keeping  with 
international  trends  and  there 
was  no  discernible  effect  from 
the  publicity  campaign. 

However,  there  was  a 
significant  increase  in  the 
proportion  of  patients  who 
were  referred  with  early 
lesions,  rising  from  43  per 
cent  in  1982  to  68  per  cent  in 
1989.  Of  patients  who  said 
they  were  influenced  by  the 
publicity  campaign,  85  per 
cent  had  early  lesions 
compared  with  57  per  cent  of 
those  who  said  publicity  did 
not  influence  them. 

Publicity  therefore  appears 
to  have  encouraged  people  to 


consult  their  GP  and  increased 
referrals  to  specialists  at  an 
earlier  stage  in  the 
development  of  melanoma. 

This  is  an  important  gain: 
the  five-year  survival  among 
patients  with  early  lesions  was 
95  per  cent  compared  with  57 
per  cent  among  those  with 
more  advanced  tumours. 
Overall  survival  improved 
during  the  1980s:  before  the 
campaign,  five-year  survival 
for  all  patients  with  melanoma 
was  70  per  cent;  afterwards,  it 
was  84  per  cent.  However,  this 
was  too  soon  to  be  attribut- 
able to  the  campaign,  the 
effects  may  not  be  apparent 
for  a  further  five  to  ten  years. 
British  Journal  of 
Dermatology  1995;132:563-70 
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treating  RA 

fH[H|he  true  cost  of  drug 

treatment  includes  more 

JL  than  the  purchase  price. 
This  is  particularly  important 
for  potentially  toxic  drugs, 
such  as  second-line  anti- 
rheumatic agents.  Physicians 
in  the  US  have  estimated 
these  costs  for  six  of  the  most 
widely-prescribed  drugs - 
injectable  and  oral  gold; 
penicillamine;  azathioprine; 
hydroxychloroquine;  and 
methotrexate. 

Purchase  costs  were 
relatively  low:  most  drugs  cost 
$10-13  per  week;  only 
azathioprine  ($20/week)  and 
injectable  gold  ($31/week) 
were  more  expensive. 

On  average,  methotrexate 
required  the  most  frequent 
monitoring,  including  a  five- 
weekly  consultation;  liver 
function  and  blood  tests  every 
three  to  six  weeks;  renal 
function  tests  every  ten 
weeks;  and  a  chest  x-ray. 

This  contrasts  with 
hydroxychloroquine,  which 
required  comparable  tests 
only  every  three  to  six 
months.  The  total  cost  of 
monitoring  methotrexate 
therapy  for  six  months  was 
estimated  at  $717,  compared 
with  $689  for  injectable  gold 
and  $500  for  hydroxychloro- 
quine or  oral  gold.  The  cost  of 
managing  toxicity  was  $276 
for  injectable  gold;  azathio- 
prine and  penicillamine  cost 
$250;  methotrexate,  $130; 
hydroxychloroquine,  $102; 
and  oral  gold,  $86. 

Combining  these  figures 
revealed  that  the  total  costs  of 
oral  gold,  at  $927  and 
hydroxychloroquine,  at  $939, 
were  the  lowest  overall. 
Methotrexate  ($1,152), 
azathioprine  ($1,351)  and 
penicillamine  ($1,101)  were 
less  expensive  than  injectable 
gold  ($1,768). 

Oral  gold  and  hydroxy- 
chloroquine, though  cheapest, 
are  generally  the  least 
effective  and  patients  who 
switch  to  injectable  gold  due 
to  lack  of  efficacy  would  incur 
higher  costs.  The  true  cost  of 
treatment  over  a  period  of 
several  years  could,  therefore, 
be  much  the  same. 
Arthritis  and  Rheumatism 
1995;38:318-25 

Research  Digest  is  a  regular 
series  written  by  drug  information 
specialist  Steve  Chaplin 
MRPharmS,  looking  at  the  current 
developments  in  medicine 


[  ifestyle  modification  - 

stopping  smoking,  weight 
iLJloss,  diet,  exercise  - 
achieves  a  reduction  in  blood 
pressure  of  1-2mm  Hg  in 
people  with  hypertension 
(against  5-6mm  Hg  with  drug 
therapy)  and  slightly  reduces 
the  risk  of  adverse 
cardiovascular  events. 

But  Government  policy 
recognises  that  everyone  will 
benefit  from  similar 
adjustments  and  this  is 
reflected  in  various 
educational  campaigns 
promoting  a  healthy  lifestyle. 
An  American  study  recently 
quantified  the  potential  gains 
of  such  a  policy. 


The  adverse  renal  effects  of 
NSAIDs  receive  less 
A,  attention  than  their  gastro- 
intestinal effects,  a  fact  which 
prompted  the  Committee  on 
Safety  of  Medicines  to  issue  a 
warning  in  1991 . 

The  commonest  adverse 
renal  effect,  it  noted,  is  acute 
renal  failure  due  to 
haemodynamic  changes 
secondary  to  inhibition  of 
prostaglandin  synthesis. 
Those  at  greatest  risk  include 
the  elderly,  patients  with  heart 
failure  and  people  with 
impaired  renal  or  hepatic 
function.  The  next  commonest 
form  of  toxicity  is  interstitial 
nephritis,  which  appears  to 
have  an  immunological  basis. 


Many  people  obtain 
information  about 
medicine  and 
therapeutics  from  the  lay 
media.  This  meets  a  need  for 
health  information  which  is 
not  sufficiently  acknowledged 
by  health  professionals. 

However,  there  is  concern 
that  inaccuracies  are  too 
common,  particularly  on 
critical  issues,  such  as 
pregnancy  and  adverse  drug 
reactions,  where  inappropriate 
action  could  have  serious 
consequences.  An  Australian 
pharmacist  therefore  reviewed 
the  country's  leading  women's 
magazines  to  determine  the 
accuracy  of  their  coverage. 
Fourteen  leading  titles  in 


A  simplified  model  of 
morbidity  and  mortality  from 
cardiovascular  and  cerebro- 
vascular disease  was  used  to 
estimate  the  impact  of  a 
reduction  of  2mm  Hg  in  blood 
pressure.  This  would  reduce 
the  incidence  of  hypertension 
by  17  per  cent;  coronary  heart 
disease  by  6  per  cent;  and 
stroke  by  15  per  cent. 

Over  a  two-year  period,  this 
would  prevent  21 1  adverse 
cardiovascular  events  per 
100,000  population  -  more 
than  can  be  achieved  by  drug 
therapy  in  all  people  with  mild 
hypertension  or  worse  (BP  > 
95mm  Hg).  If  the  population- 
based  strategy  is  combined 


Physicians  in  Israel  have 
now  reported  a  study  of  the 
effects  of  misoprostol  on  renal 
function  in  elderly  patients 
taking  indomethacin.  Accord- 
ing to  the  CSM,  the  frequency 
of  adverse  renal  effects  with 
this  NSAID  is  relatively  low, 
with  fewer  than  0.5  cases  per 
100,000  prescriptions. 

Nevertheless,  in  patients 
with  a  mean  age  of  76  years 
taking  150mg/day 
indomethacin,  markers  of 
impaired  renal  function 
increased  after  only  four  days: 
blood  urea  nitrogen  increased 
by  more  than  50  per  cent  in  54 
per  cent  of  patients;  serum 
creatinine  increased  by  more 
than  50  per  cent  in  45  per  cent 


Australia  were  scrutinised 
over  one  year  for  articles  on 
the  effects  of  drugs  and 
environmental  chemicals 
during  pregnancy.  Among  the 
219  issues,  162  articles 
contained  299  relevant 
statements. 

Overall,  78  per  cent  were 
judged  to  be  accurate;  17  per 
cent  misleading;  3  per  cent 
likely  to  give  a  false  sense  of 
security;  and  3  per  cent  were 
anxiety-provoking  or 
inaccurate.  Accuracy  was 
worst  in  articles  about 
vitamins  and  diet;  the  effects 
of  the  environment;  herbal 
medicines;  and  age. 

One  example  cited  folic  acid 
as  a  treatment  for  recurrent 


with  drug  treatment  for 
people  with  hypertension 
there  would  be  an  additional 
saving  of  6  per  cent  of  adverse 
cardiac  events  and  13  per  cent 
of  cerebrovascular  events. 

As  the  authors  note,  the 
success  of  this  strategy  would 
depend  on  the  co-operation  of 
the  Government,  educational 
agencies  and  food 
manufacturers  to  persuade 
the  public  of  the  benefits. 
Large  gains  have  been 
achieved  in  reducing  smoking, 
they  say,  so  the  objective 
could  be  achieved  if  the  public 
can  be  convinced. 
Archives  of  Internal  Medicine 
1995;155:701-9 


of  patients;  and  serum 
potassium  increased  by  more 
than  0.6mEq/l  in  50  per  cent. 

Co-prescription  of 
misoprostol  600mg/day 
significantly  reduced  the 
frequency  of  these  effects 
(blood  urea  nitrogen  >  50  per 
cent  in  20  per  cent  of  patients; 
creatinine  >  50  per  cent  in  10 
per  cent;  and  potassium  > 
0.6mEq/l  in  15  per  cent). 

Some  patients  had  risk 
factors  predisposing  them  to 
nephrotoxicity,  but  the 
protective  effect  of 
misoprostol  was  significant  in 
both  low-  and  high-risk 
patients. 

Journal  of  Rheumatology 
1995;22:713-6 


miscarriage;  another  equated 
the  risk  associated  with 
alcohol  and  tobacco  with  that 
of  dioxin  and  lead.  Of  25 
references  to  alcohol  -  a 
proven  teratogen  in  high 
doses  -  five  were  misleading 
and  two  inaccurate. 

Misinformation  may  cause 
anxiety,  inappropriate  use  of 
health  resources  and  may 
even  prompt  potentially 
harmful  action.  Magazines 
have  a  long  shelf-life  because 
they  are  often  provided  in 
waiting  rooms.  In  this  context, 
an  accuracy  rate  of  78  per  cent 
is  too  low,  the  author 
comments. 

Medical  Journal  of  Australia 
1995;162:417-9 


iw  accurate  is  the  media? 
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BODY  BEAUTIFUL 


The  age  of  the  humble 
body  lotion  is  dead!  No 
longer  is  it  simply 
applied  after  a  bath  for 
perfuming  the  body, 
nowadays  it  moisturises, 
cleanses,  conditions, 
firms  and  tones,  too  ...  Liz 
Jones  reports 

Body  lotions  ain't  what  they 
used  to  be.  Once  boosted 
by  a  great  influx  of  own- 
label  and  low-priced  prod- 
ucts, body  care  is  now 
becoming  more  serious.  It  is  no 
longer  about  single-note  body 
lotions  to  perfume  the  body  after 
a  bath.  There  are  now  products 
for  moisturising,  conditioning  or 
firming  the  skin,  and  manufactur- 
ers are  rising  to  the  Nineties'  con- 
sumer need  for  'added  value'. 

According  to  Beiersdorf,  the 
UK  body  care  market  is  currently 
worth  £22  million  -  with  13  per- 
cent year  on  year  growth  -  which 
is  the  equivalent  of  only  SI  per 
household.  The  company  bel- 
ieves that  it  is  ripe  for  develop- 
ment when  compared  to  the  rest 
of  Europe.  In  Germany,  50  per 
cent  of  the  population  have  a 
daily  body  care  regime,  com- 
pared with  20  per  cent  in  the  UK. 

"The  UK  body  care  market  has 
not  evolved  to  the  same  extent  as 
in  Europe,  where  daily  use  of 
body  moisturisers  is  an  estab- 
lished, widespread  habit,"  says 
Derek  Evan,  senior  product  man- 
ager for  Nivea.  Beiersdorf, 
through  Nivea,  intends  to  develop 
mass  market  body  moisturising  in 
the  UK  by  offering  consumers 
"genuine  benefits  from  the 
advanced  technology  of  Nivea  at 
affordable  prices",  he  says. 

The  first  step  in  this  develop- 
ment was  the  launch  of  Nivea 
Body  Care  Skin  Smoothing  Com- 
plex and  Nivea  Body  Care  Active 
Hydro-Lotion  last  May.  Their 
launch  is  being  supported  by  a 
£4. 4m  campaign  which  broke  this 
month.  Sachets  are  to  be  sampled 
in  the  press  throughout  July  and 
August . 

Pond's  also  has  its  sights  set  on 
this  market.  Earlier  this  year,  it 
relaunched  its  body  moisturisers 


in  brighter,  bolder  packaging 
undei  the  Pond's  Institute  bannei 
Its  research  showed  that  effective 
moist  urising  in  body  care  is  a  pre- 
requisite and  therefore  added 
benefits,  such  as  nourishing  and 
revitalising,  are  becoming  in- 
creasingly important.  Consumers 
are  also  highly  motivated  by 
ingredients'  proven  successful  in 
the  face  care  market,  such  as 
AHAs  (alpha  hydroxy  acids)  and 
vitamins. 

Its  relaunched  products  are 
Pond's  Deep  Nourishing  Body 
Lotion  (and  Deep  Nourishing 
Body  Cream)  and  Pond's  Hydro 
Active  Body  Lotion.  The  nourish- 
ing lotion  now  contains  a  combi- 
nation of  vitamins  (as  well  as 
pecan,  avocado  and  real  cocoa 
butter)  and  the  hydro  lotion  con- 
tains AHAs. 

Elida  Gibbs  says  that  it  intends 
to  stimulate  the  body  care  market 
through  extensive  sampling  activ- 
ities (using  a  total  of  2.75  million 
sachets)  and  a  targeted  press 
campaign.  Like  Beiersdorf,  it  sees 
the  advantages  of  exploiting  tech- 
nology already  prevalent  in  facial 
skin  care  to  motivate  body  care 
purchases. 

IN  THE  BATH 

The  body  care  sector  has  also 
been  boosted  by  the  rise  in  the 
number  of  2  in  Is  in  the  body 
cleansing  sector.  There  are  now  a 
myriad  of  shower  gels  and  bath 
foams  with  a  'cleansing  and  mois- 
turising' proposition. 

To  further  exploit  this  trend, 
Colgate-Palmolive  is  revamping 
its  entire  Palmolive  line-up  with  a 
£9.3m  investment.  The  Palmolive 
2-in-l  shower  and  bath  range  - 
which  includes  Shower  &  Creme 
and  Bath  &  Creme  -  has  a  distinct 
new  look,  which  highlights  the 
natural  ingredients  and  its  new 
proposition,  'The  Gentle  Touch'. 

The  new  packaging  is  colour- 
coded  in  pastel  shades:  green  for 
normal,  blue  for  dry  and  peach 
for  sensitive  skins.  The  new  for- 
mulations combine  milder  clean- 
sers with  natural  moisturising 
ingredients.  The  normal  variant 
now  contains  palm  milk,  the  dry  ffl 
incorporates  acacia  milk  and  the  1 
sensitive  almond  milk. 

A  54.4m  package  behind  the  1 
brand  includes  in-store  activity  E 


and  a  new  TV  advertising  cam- 
paign, which  will  break  in  July. 
Richard  Powell,  category  devel- 
opment manager  for  body  care  at 
Colgate-Palmolive,  believes  it 
will  add  nearly  S4m  to  the  body 
cleansing  market  through  higher 
margins.  "For  retailers  that 
means  an  added  profit  opportu- 
nity of  nearly  S2m,"  he  says. 

PERFUME  PROFITS 

The  number  of  perfumed  body 
care  lines  on  the  market  contin- 
ues to  rise.  Here's  a  round-up  of 
the  latest. 

•  This  summer,  the  Morny  range 
of  body  lotions  and  bath  products 
is  being  relaunched  in  new  pack- 
aging to  reflect  the  celebrated 
English  heritage  of  the  brand. 
Established    in    1908,    it  was 


awarded  two  royal  warrants  in 
1968.  It  was  acquired  by  Interna- 
tional Classic  Brands  last  year.  As 
a  special  introductory  incentive 
at  its  relaunch,  consumers  can 
purchase  three  items  from  the 
range  for  £5.  The  three  fragrance 
lines  are:  English  Rose,  French 
Ferna  and  Original  Lavender. 
•  Crabtree  &  Evelyn  has  intro- 
duced La  Source,  a  new  treat- 
ment range  designed  to  restore 
and  condition  the  body  from  head 
to  toe  with,  it  says,  "products  that 
relax,  refresh  and  energise".  The 
relaxing  and  energising  body 
treatments  are  based  on  spa  ther- 
apy. The  skin  soothing  lotion  con- 
tains vitamin  E  and  borage  oil, 
while  the  revitalising  body  clean- 

Continued  on  P966  ► 
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Some  brands  fade  away,  others  evolve  to  stand  the  test  of  time,  but  only  a 
very  few  are  so  successful  they  become  synonymous  with  the  market  they 
pioneer.  Lynx  is  one  of  these  brands 


Lynx  celebrates 

in  style 


apid 
growth 
has 
been 
the 

hallmark 
of  Lynx, 
a  brand 
which  is  continually  evolving 
to  stay  ahead  of  the 
competition.  Lynx's  huge 
success  has  had  a  massive 
impact  on  the  whole  of  the 
male  toiletries  market, 
bringing  about  a  revolution  in 
the  way  we  buy  and  sell 
toiletries  for  men. 

In  this,  Lynx's  tenth 
anniversary  year,  we  review 


its  significant  history  and 
impact  on  the  market,  as  well 
as  looking  at  the  latest 
developments  from  this 
pioneering  men's  range. 

New  look  for  Summer 

Celebrating  its  tenth  birthday 
in  style,  the  Lynx  brand  - 
including  sub-range  Lynx 
Systeme  -  has  notched  up  its 
highest  ever  share  of  the  male 
toiletries  market.  It  now 
accounts  for  1  6.5  per  cent  of 
all  male  toiletry  sales  +  ,  which 
represents  one  in  every  six 
purchases  in  this  sector.  One 
in  three  1  6-24  year  olds  in 
the  UK  uses  Lynx  every  week. 


Africa,  the  new  fragrance 
for  1  995,  is  set  to  be  the  most 
popular  Lynx  variant  ever.  It 
already  accounts  for  nearly  a 
third  of  Lynx  purchases,  which 
means  it  has  enjoyed  the  most 
successful  launch  of  any  Lynx 
fragrance.  With  its  compelling, 
aspirational  advertising  and 
new  oriental  fragrance,  the 
variant  has  fuelled  the  growth 
of  the  whole  Lynx  range  in 
1995. 

The  range  has  also  been 
treated  to  a  new  look  this 
summer  to  keep  its  appeal 
fresh  and  contemporary.  As 
well  as  new  graphics,  the 
packs  will  feature  the  famous 


Faberge  fragrance  house 
name  for  the  first  time.  "Our 
aim  is  to  exploit  the 
prestigious  origins  of  Faberge 
across  our  range,"  says  Jane 
Aspinall,  Elida  Cibbs  category 
manager  for  male  toiletries. 
"By  constantly  reviewing  the 
Lynx  line-up  we  can  ensure 
the  range  stays  up-to-date 
and  appealing,  which  helps 
attract  new  users  into  the 
brand." 

a^^.       Jrsi  'Aiu 
Before  Lynx  arrived  on  the 
scene,  the  choice  of  grooming 
products  available  to  the 
average  man  consisted  of  a 


Advertisement  Feature 


bar  of  family  soap  and 
maybe  a  dollop  of  their 
partner's  moisturiser.  But  the 
'80s  boom  meant  that  men 
had  more  disposable  income 
and  with  this  new  spending 
power  came  an  increased 
awareness  of  fashion  and 
grooming.  These  two  factors, 
combined  with  the  rising 
popularity  in  sport  and 
fitness,  resulted  in  men 
wanting  to  take  care  of  their 
appearance  What's  more, 
they  were  prepared  to  spend 
more  time,  effort,  and  money, 
over  looking  good. 

Elida  Gibbs  identified  this 
trend  when  they  developed 


Lynx  Body  Spray  -  the  first 
created  specifically  for  men 
Its  huge  popularity  brought 
about  a  revolution  in  the 
market.  Suddenly,  men  were 
acknowledging  that  they 
wanted  their  own  grooming 
products  -  and  for  the  first 
time  retailers  could  sell 
products  to  meet  that  need. 

The  market  continues  to 
grow  and  develop  -  from 
£365  million  just  six  years 
ago  to  £450m  today*  -  due 
in  no  small  part  to  Lynx's 
massive  growth.  Worth 
£1  5m  in  its  launch  year,  this 
figure  now  tops  £78m  at  rsp, 
making  it  bigger  than  Heinz 
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AFTER  SHAVE  GEL 

Tomato  Ketchup  and  the 
entire  marmalade  market! 

This  pattern  of  growth  is 
obviously  good  news  for 
retailers  and  with  innovative 
brands  like  Lynx  around 
things  can  only  get  better! 

1  985   Lynx  launches  into 
the  market  with  the  first  ever 
male  specific  body  spray.  Its 
creation  fulfils  an  unmet  need 
for  men  to  have  their  own 
toiletry  products. 

1  987    Lynx  Shower  Gel  is 
introduced  -  another  first  in 
the  growing  portfolio  of 
products  for  men.  It  perfectly 
captures  the  needs  of  the 
times:  the  physical  fitness 
boom  means  that  more  and 
more  men  want  products 
such  as  shower  gel  which  are 
convenient  to  use  at  the  gym 

1  989   Lynx  After  Shave  is 
added  to  the  line-up  There 
are  now  four  fragrances  in  the 
range  -  one  to  suit  every 
different  personality  and 
mood. 

1  991    Lynx  creates  a  new 
fragrance  each  year  from 
1  991  onwards.  This  policy 
helps  to  keep  the  brand  fresh 


and  up-to-date  and  helps 
continually  attract  new  users 
to  the  brand.  Lynx  Roll-On  is 
also  introduced. 

1993   Lynx  Deo  Stick 
and  After  Shave  Cooling  Gel 
are  added  to  the  range, 
bringing  the  total  number  of 
Lynx  products  to  six, 

1  994   Shaving  and 
grooming  range  Lynx 
Systeme,  a  sub-brand  to 
Lynx,  is  launched.  Appealing 
to  men's  wish  to  care  for  their 
skin  as  part  of  their  usual 
grooming  routine,  the 
products  all  have  unique 
dual-action  formulations  so 
they  moisturise  men's  skin 
while  they  shave 

1  995   Lynx  celebrates  its 
tenth  anniversary  with  its 
most  successful  fragrance 
launch.  Africa,  a  new  look  for 
the  brand  and  its  best  ever 
share.  Lynx  is  now  worth  over 
£78m  a  year. 

Be  a  Lysix  winner 

To  help  Lynx  celebrate  its 
success,  simply  enter  our 
competition  and  you  could 
win  £50  to  spend  at  Marks 
and  Spencer. 

*  (source  Nielsen  y/e  Jan/Feb  95) 


To  have  a  chance  of  winning  one  of  the  ten  vouchers  available, 
all  you  need  to  do  is  answer  the  questions  below. 

1   Lynx  now  carries  which  famous  fragrance  name  on  pack7 
2.  Which  Lynx  fragrance  has  enjoyed  the  most  successful  launch 
to  date? 

Send  your  entry  to  the  following  address  by  July  14,  1995: 
Chemist  &  Druggist/Lynx  Winners  Competition,  Miller 
Freeman  Professional  Ltd.,  Sovereign  Way,  Tonbridge,  Kent 
TN9  IRW.  The  first  ten  correct  entries  drawn  will  each 
receive  a  £50  Marks  and  Spencer  voucher. 

Name  


Pharmacy. 


Address. 


The  full  Lynx  line-up 


 Telephone  .^j 

The  rules  1 .  All  entries  become  the  property  of  Elida  Cibbs  2.  The  competition  is 
not  open  to  employees  of  Elida  Cibbs,  Benn  Publications  Ltd,  members  of  their 
families  or  their  agents.  3.  All  entries  must  be  received  by  last  post,  July  14 
1995.  k.  Elida  Cibbs  reserve  the  right  to  publicise  the  winners'  names  and 
photographs.  5.  The  judges'  decision  is  final  and  no  correspondence  will  be 
entered  into.  6.  The  prize  must  be  accepted  as  offered,  there  will  be  no  cash 
alternative.  7.  The  competition  is  only  open  to  pharmacy  assistants.  8.  Only  one 
entry  per  person  is  allowed  9.  Winners  will  be  notified  by  post  by  July  31,1995. 
10.  A  full  list  of  winners  will  be  available  on  request. 


BODY  BEAUTIFUL 


Australian  Bodycare's  new  range 
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ser  is  enriched  with  sea  algae 
extract,  aloe  vera  gel  and 
camomile. 

@  Freeman  Beautiful  Bath  lias 
made  its  UK  debut  through  Fra- 
grant Memories.  Within  the  col- 
lection there  are  five  bath  foams, 
two  body  cleansing  gelles,  two 
shower  and  bath  gels,  a  body  mud 
treatment ,  a  body  massage  mois- 
turiser,  body  moisturiser  and 
three  body  oils.  The  company 
says  that  the  range  is  based  on  a 
combination  of  spa  treatments, 
which  incorporate  relaxation, 
revitalisation  and  massage  thera- 
pies with  natural,  plant-based 
ingredients. 

•  East  of  Eden  is  a  new  range  in 
four  fragrances:  Sea  Breeze,  Cit- 
rus Press,  Wild  Heather  and  Mel- 
low Peach.  A  wide  range  of  toi- 
letries includes  a  hand  and  body 
cream.  The  company  has  also 
introduced  three  other  body 
lines:  Essential  Aromatics,  Sea 
Mineral  Extracts  and  Lakeland 
Garden. 

•  Potter  &  Moore  has  introduced 
a  new  moisturising  cream  shower 
product  into  its  Chintz,  Peach 
Botanical  and  Rose  Luxury  Toi- 
letries Collection. 


•  Opal  London  lias  introduced 
Lotions  &  Potions,  which  in- 
cludes a  bath  and  body  line  in  two 
fragrances,  dewberry  and  white 
musk,  as  well  as  an  aromatherapy 
line,  which  includes  a  Refreshing 
Bath  Oil.  The  company  has  also 
launched  a  body  line  based  on 
sisal  which  comes  from  the  fibre 
of  the  leaves  and  stem  of  the 
agave  plant  and  is  used  for  exfoli- 
ating  the  skin. 

•  Roc  has  introduced  an  inten- 
sive moisturising  body  treatment, 
Hydra+Body. 

•  Body  collections  are  regular 
additions  to  premium  perfume 
ranges,  and  the  latest  are  from 
Parfums  Cacharel  with  Les 
Sources  Eden,  which  includes  a 
perfumed  cream  that  is  a 
patented  cream-gel;  and  new 
additions  to  the  Anais  Anais  bath 
and  body  line-up. 

•  Australian  Bodycare  is  launch- 
ing its  Tea  Tree  Oil  range  through 
Ken  Lamacraft,  with  an  initial  six 
sku  line-up,  including  an  antisep- 
tic treatment  lotion  -  which  is 
recommended  for  nourishing  diy 
skin  on  all  parts  of  t  he  body  -  and 
a  foot  treatment, 

•  Tara  has  launched  an  aro- 
matherapy bath  oil  and  foam  bath 
line,  and  the  company,  Dri-Pak, 
says  sales  are  expected  to  reach 
over  a  million  units  this  year. 


A  new  look  for  the  entire  Palrnolive  line-up 


Dream  creams 


Lose  inches  off  hips  and 
thighs  without  dieting? 
Liz  Jones  on  the  latest 
slimming  alternatives 

All  of  a  sudden,  anti-cel- 
lulite  products  are  gaining 
acceptance.  Positive  press 
in  many  of  the  UK's 
women's  magazines  has 
stimulated  a  rush  of  new  entries. 

While  brands  like  Elancyl  have 
met  with  success  on  the  conti- 
nent, mainstream  respectability 
in  the  UK  has  come  from  Christ- 
ian Dior's  Svelte,  winner  of  a 
Marie-Claire  Prix  d'Excellence 
(1993)  and  last  year's  best  new 
product  in  the  New  Woman  Beau- 
ty Awards.  Launched  in  March, 
1993,  for  department  store/multi- 
ple-only distribution,  it  was  ex- 
tended to  independents  last  year. 

Dior's  Svelte  body  refining  gel 
(£27,  200ml )  is  based  on  a  combi- 
nation of  plant  extracts  -  plec- 
tranthus,  cola,  terminalia  sericea 
and  visnaga  vera. 

The  plectranthus  and  cola  are 
active  lip-regulating  ingredients 
and,  says  the  company,  help 
maintain  a  balance  between  the 
product  and  the  elimination  of 
triglycerides  -  which  is  crucial  in 
the  development  of  cellulite. 

The  terminalia  sericea  and  vis- 
naga vera  combine  their  decon- 
gestant and  vasomotor  properties 
to  stimulate  the  capillary  net- 
work, reducing  puffiness  and 
eliminating  toxins.  In  a  survey,  70 
per  cent  of  women  noticed  a 
reduction  in  their  cellulite. 

The  Svelte  range  also  now  com- 
prises a  body  exfoliator  and  a 
vitalising  moisturiser.  The  most 
recent  addition  is  Eau  Svelte,  a 
floral  fragrance  combined  with  a 
moisturising  complex  designed 
to  firm  and  tone  the  skin. 

Laboratories  Elancyl's  current 
research  claims  that  there  are 
two  types  of  cellulite:  water  cel- 
lulite and  fatty  cellulite,  and  it  has 
brought  out  two  new  products 
this  year  to  combat  them. 

Elancyl  Cellulite  Control  For- 
mula (for  water  cellulite,  SI 7.50 
for  15()ml)  is  designed  for 
younger  women  in  whom  the 
condition  is  newly-formed.  Its 
formulation  accelerates  the  nat- 
ural process  of  tissue  drainage 
and  activates  the  blood  circula- 
tion of  the  skin. 

Elancyl  Intensive  Cellulite  For- 
mula (£19.50,  150ml)  is  recom- 
mended for  women  over  30 
and/or  who  have  had  cellulite  for 
ten  years  or-  more.  It  combats 
localised  'fatty'  deposits  where 
reserves  are  stored  by  the  body 
and  need  to  be  broken  down. 


Elancyl  products  have  always 
relied  on  massage  as  a  means  of 
application.  Its  new  Toni  Com- 
pact Massage  System  (£17.50) 
continues  this  tradition  of  com- 
bining a  glove  and  a  soap. 

One  new  product  which  has 
received  a  lot  of  column  inches 
recently  is  Foremost's  Thigh  Torre 
1  Contour  Treatment  (£24.95). 

It  claims  it  is  the  first-ever  cel- 
lulite product  to  be  indepen- 
dently tested  -  and  to  produce 
positive  results.  Terence  J  Ryan, 
clinical  professor  of  dermatology 
at  Oxford  University,  carried  out 
the  tests  and  says:  "All  the  ladies 
rubbed  the  cream  on  just  one  leg. 
All  the  untreated  legs  did  not 
alter,  but  those  rubbed  with  the 
cream  lost  significantly." 

Thigh  Tone  contains  a  blend  of 
natural  ingredients,  including  L- 
earnifine,  that  works  by  stimulat- 
ing the  mobilisation  of  fat  from 
the  adipose  tissue  of  women's 
hips,  thighs  and  stomachs.  This, 
together  with  witchhazel  and  caf- 
feine, produces  real  results  on 
cellulite-prone  areas  after  ten 
days,  says  the  company. 

New,  too,  is  Newtons  Laborato- 
ries' Celluzone  (£14.95  for 
150ml).  This  is  a  cellulite-reduc- 
ing  cream  containing  amino- 
phylline  to  help  reduce  the  condi- 
tion's 'orange  peel'  effect, 

Entasis  (£29.95)  from  RBP 
International  was  the  first  amino- 
phylline-based  treatment,  Anrino- 
phylline  can  lose  its  potency 
when  exposed  to  C02  and  so  Cel- 
luzone is  presented  in  sirrgle-dose 
ampoules. 

Biocosmetics'  rrew  product 
sounds  like  the  dieter's  dream. 
Aroma  Gell  Contour  Wrap  (£4.99, 
150ml)  claims  a  minimum  six- 
inch  loss  should  be  achieved.  It  is 
formulated  with  juniper',  cypress 
and  jojoba  essential  oils. 

While  the  treatment  does 
involve  wrapping  the  body  in 
cling  film  (after  having  applied 
the  gel),  Biocosmetics  insists  that 
the  treatment  does  not  involve  a 
fluid  loss  but  does  advise  a  main- 
tenance plan,  as  well  as  the  adop- 
tion of  a  very  low-fat  diet ... 


Elancyl:  fighting  cellulite  on  two  front 
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Liz  Jones  reports  on  the 
latest  developments  in 
the  depilatory  market 

There  are  four  methods  of 
home  depilation:  razors, 
creams/lotions,  wax  strips 
and  electrical  appliances. 
And  therefore  four  poten- 
tial profit  centres  for  pharmacy. 

According  to  Reckitt  &  Col- 
man,  the  market  experienced  sig- 
nificant growth  of  14  per  cent 
year  on  year  during  1993,  achiev- 
ing a  value  of  S20  million. 

Growth  of  the  market  contin- 
ued during  '94,  reaching  a  total  of 
£20. 3m,  demonstrating  its  resil- 
ience to  the  arrival  of  the  heavily- 
supported  female  razor  category. 

Wet  shaving  is  still  the  most 
popular  method  of  hair  removal 
used  by  56  per  cent  of  all  women 
aged  between  15  and  64  years. 

The  c  ategory  is  dominated  by 
Gillette,  with  its  Sensor  for 
Women,  and  Wilkinson  Sword 
and  its  Lady  Protector.  Both 
invest  heavily  in  support.  Most 
recently,  Wilkinson  Sword  an- 
nounced a  £500,000  Sky  televi- 
sion sponsorship  -  'The  Lady  Pro- 
tector Movie  Premiere  Season'. 

Both  players  have  recently 
introduced  shaving  products. 
Lady  Protector  has  a  mousse  and 
gel,  which  boast  camomile  and 
aloe  vera  as  soothing  ingredients. 
Gillette's  more  recent  Satin  Care 
is  a  gel  available  in  two  formulas: 
Extra  Moisturising  for  dry  skins 
and  Gentle  Formula  with  aloe 
vera  for  sensitive  skins. 


Colgate-Palmolive  has  also 
entered  the  fray  with  its  Soft  & 
Gentle  Shave  Gel.  Launched  ear- 
lier this  year,  the  company  is  pre- 
dicting that  it  will  hold  a  32  per 
cent  value  of  the  female  shaving 
preparations  market,  which  it 
estimates  will  be  worth  Slim  by 
the  end  of  the  year.  It  has  two 
variants,  After  Hours  and  Coral. 

CREAMS  ON  TOP 

The  cream  category  dominates 
the  depilatory  market  to  hold  67.5 
per  cent.  Reckitt  and  Column's 
Immac  increased  its  share  from 
54  per  cent  in  1993  to  55.3  per 
cent  (value)  in  1994  with  a  3  per 
cent  year  on  year  growth. 

Boots'  own-label  continued  to 
perform  positively  as  the  second 
largest  'brand',  achieving  a  17  per 
cent  year  on  year  growth  to  take 
its  share  to  15.9  per  cent.  Louis 
Marcel  and  Nair  both  experi- 
enced a  decline  -  Nair  now  only 
holds  5.9  per  cent  of  the  market. 

New  product  innovations  have 
brought  the  cream  category  in 
line  with  consumer  demands,  and 
the  introduction  of  Immac  Sensi- 
tive and  Immac  Citrus  Fresh  last 
year  reinforced  the  brand's  domi- 
nance with  a  64  per  cent  share. 

Most  ranges  now  offer  alterna- 
tives to  creams:  Daen  has  intro- 
duced a  hair  remover  gel  spe- 
cially formulated  for  legs,  under- 
arms and  the  bikini  line. 

There  have  been  a  number  of 
new  introductions  this  year, 
including  Mariana  (Ceuta),  Jaq- 
line     (Santo     Products)  and 


Mariana's  wax  strips  are  being  backed  by  £1m  support  package 


Smooth  Appeal  (Rich- 
ards &  Appleby).  All 
offer   a    full  range, 
from  creams  thr  ough 
to  wax  strips 

Smooth  Appeal  is 
an  extension  to  the 
company's  Wax  Appeal,  ll  in 
eludes  Pre-Care  Cooling  Gel  and 
an  After-Care  Moisturising  Balm. 

The  Mariana  range  boasts  re- 
usable wax  strips  made  from  pine 
wax.  Its  launch  this  year  is  being 
backed  by  a  £  lm  advertising  cam- 
paign on  national  TV  and  in  major- 
women's  magazines. 

A  new  Hire  from  Jica  Beauty 
Products  is  Sessir,  a  honey-based 
hair  remover.  It  works  like  wax- 
ing, but  contains  neither  resin  nor 
wax.  The  natural  formula  is  made 
up  of  glucose,  fructose,  saccha- 
rose, water  and  citric  acid. 

WAXING  LYRICAL 

The  wax  category  experienced  a 
small  year  on  year  decline,  now 
accounting  for  16.6  per  cent  of 
the  total  market.  Louis  Marcel 
leads  with  33.2  per  cent,  with 
Immac  and  Boots'  own-label  in 
second  and  third  (with  21.1  per 
cent  and  15.3  per  cent).  Waxes 
are  a  strong  sector  for  indepen- 
dent pharmacy  distribution. 

Rowenta  and  Babyliss  both 
offer  home  waxing  kits.  Row- 
enta's  Dolcezza  Wax  Roller 
(£49.99)  has  a  single  self-con- 
tained unit,  which  both  heats  and 
applies  a  wax  formula  using  a 
roller.  Babyliss'  Professional 
Waxing  System  (£39.99)  has  a 
salorr  positioning,  offering  low- 
temperature  wax,  fibre  paper 
strips  and  After  Wax  Lotion. 

BODY  ELECTRIC 

The  electrical  hair  removal  mar- 
ket is  dominated  by  Braun  and 
Philips,  and  is  split  into  two  sec- 
tors: epilators  and  ladyshavers. 

Braun  claims  a  57  per  cent 
share  with  its  Silk-epil  Duo  and 
Duo  Plus.  This  year  it  is  introduc- 
ing Silk-epil  Select  for  legs. 

Braun  says  that  one  of  the  main 
resistance  factors  women  have  to 
mechanical  depilation  is  the  per- 
ceived discomfort  factor.  The 
company  maintains  that  its  new 
Silk-epil  Select  brings  this  dis- 
comfort to  its  lowest  level  ever. 

Modifications  to  the  design 


Philips' 

shavers  lead  the  way 

mean  there  are  more  pluc  ks  per 
second.  To  encourage  trial,  Braun 
is  offering  a  60-day  home  trial  to 
convert  women  to  the  method. 

Philips  is  backing  its  Satinelle 
range  of  epilators  with  a  similar 
60-day  money-back  guarantee,  as 
well  as  a  £10  cash-back  promo- 
tion. This  runs  until  the  end  of 
July.  The  company  estimates  the 
epilator  market  to  be  worth  £4m. 

Philips  also  estimates  the 
ladyshave  market  to  be  worth 
£10m  and  says  that  seven  of  its 
models  are  in  the  top  ten.  Its  most 
popular  is  the  Ladyshave  Aqua 
wet  and  dry  model. 

The  rechargeable  sector  is  also 
strong,  with  growth  almost  dou- 
bling in  12  months. 

Rowenta's  Perfectly  Soft  dep- 
ilator  (£59.99)  is  a  new  contender 
this  year.  It  operates  using  two 
heads:  the  first  desensitises  the 
skin  "just  enough  to  virtually 
eliminate  all  the  pain  of  depila- 
tion", says  the  company,  and  the 
other  removes  unwanted  hair'. 

FACE  FACTS 

According  to  Braun,  13  per  cent 
of  the  female  population  remove 
facial  hair,  and  depilatory  creams 
for  the  face  and  electrolysis  are 
the  most  favoured  methods.  But 
bleaching  is  also  popular'. 

Jolen.well  known  for  its  creme 
bleaches,  has  added  a  variant 
with  aloe  vera  which  contains 
less  peroxide. 

Andrea  Cream  Bleaches  is  a 
new  name  in  the  mar  ketplace  and 
offers  three  products:  Gentle 
Creme  Bleach  (for  the  face), 
Extra  Strength  Creme  Bleach  ( for 
the  body)  arrd  Extra  Strength 
Bleach  with  Powder  Accelerator 
(specially  formulated  for  dark 
and  stubborn  hair,  either  on  face 
or  body). 

Braun  is  also  tackling  the  facial 
hair  market  wrth  Silk-epil  Cos- 
metic, an  epilator  for  the  face. 
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HWIen  want  beautiful 
bodies,  too!  As  market 
analyst  MinteS's  latest 
report  discovered 

I  en  now  spend  almost  as 
much  on  their  personal 
grooming  as  women, 
according  to  Mintel's  lat- 
lest  report.  While  wo- 
men's spending  has  been  reduced 
by  the  move  towards  the  more 
natural  look,  men  splashed  out 
i>  K>()  million  las!  year  on  toi- 
letries. Males  are  also  spending 
more  time  in  (he  bathroom  - 
about  30  minutes  a  day  on  week- 
days and  up  to  an  hour  at  week- 
ends (Elida  Gibbs). 

Men's  fragrances  remain  the 
largest  single  sec-tor  in  value 
terms,  accounting  for  around  52 


per  cent  of  sales.  However,  their 
share  of  the  market  has  declined 
as  other  newer  sectors  have 
gained  in  importance  and  body- 
sprays  have  overtaken  deodor- 
. mis  in  terms  of  value  sales  Mens 
shower  gels  is  another  area  show- 
ing significant  growth,  up  100  per 
cent  since  1990. 

BALMY  DAYS 

Recent  growth  in  men's  fra- 
grances has  come  from  gentler 
post-shave  products,  such  as  gels 
and  balms,  which  have  become 
increasingly  popular  among  mass 
market  ranges,  and  mass  market 
fragrances  are  also  seeing  a 
revival.  The  launch  of  several 
new  brands,  Gillette  Series  and 
Brut  Aquatonic,  have  contributed 
to  this. 

Growth  in  men's  toiletries  has 
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Puffing  It 
Together  Better 
Than  Ever 


come  about  as  men  have  become 
more  comfortable  with  the  idea 
of  purchasing  for  themselves.  A 
heightened  concern  with  per- 
sonal hygiene  and  appearance 
has  contributed  to  a  change  in 
attitudes  to  male  grooming  rou- 
tines and  regimes,  as  men  have 
become  more  confident  and 
experimental  in  their  choice  of 
products. 
However,  women  still  play  an 


important  part  in  terms  of  gift 
purchasing  at  Christmas  and  also 
on  St  Valentine's  Day.  Although 
the  emphasis  is  always  strongly 
on  fragrance,  associated  toiletry 
items  packaged  in  gift  sets  con- 
tinue  to  have  appeal,  especially 
given  the  recent  trend  towards 
regime  use. 

Elida  Gibbs'  Lynx  is  the  num- 
ber one  men's  toiletry  brand  and 
is  represented  across  fragrance, 


juatonie  is  helping  to  revive  the  fragrance  mass  market 
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bodysprays,  deodorants  and 
shower  gels.  Gillette  holds  the 
number  two  position  with  its 
Series,  performance-led  groom- 
ing range.  And  this  current  situa- 
tion certainly  begs  the  question: 
when  will  Procter  &  Gamble 
relaunch  the  Insignia  brand?  Fra- 
grance is  still  the  most  important 
factor  for  men  in  brand  choice 
and  product  performance  is  a 
close  second. 

SPRAY  IT  AGAIN 

Bodysprays  are  one  of  the  most 
buoyant  sectors  with  growth 
rates  estimated  between  12  per 
cent  and  30  per  cent  per  annum, 
and  they  have  also  served  to 
boost  the  entire  deodorants  mar- 
ket by  attracting  new  and 
younger  users. 

Men's  deodorants  and  antipers- 
pirants  constitute  the  third 
largest  segment  of  the  market, 
accounting  for  1 1  per  cent  of  the 
total,  a  proportion  which  has 
declined  slightly  as  bodysprays 
have  gained  share  at  their 
expense.  Aerosols  remain  the 
most  popular  format,  though 
recent  product  innovations,  such 
as  Gillette's  gel  formulations, 
have  resulted  in  more  rapid 
growth. 

Shaving  preparations  are  esti- 
mated to  be  worth  around  542m. 
Shaving  foams  are  still  the  largest 
area,  accounting  for  50  per  cent 
of  value  sales,  but  as  a  sector  it 
has  lost  share  to  shaving  gels. 
Gels  have  gained  a  38  per  cent 
value  share  of  the  market.  Con- 
sumer loyalty  is  strong  in  this 
market.  The  success  of  gels  is 
confined  mainly  to  the  younger 
age  groups  and  with  men  who 
have  sensitive  skin. 

HAIR  RAISING 

Sales  of  men's  hair  care  products 
are  estimated  at.S30m.  According 
to  Procter  &  Gamble,  21  per  cent 
of  men  wash  their  hair  every  day. 
They  also  wash  their  hair  more 
often  than  women.  The  company 
also  says  that  they  are  becoming 
more  style-conscious  with  15  per 
cent  using  a  hair  gel,  17  per  cent  a 
hairspray  or  spritz  and  13  per 
cent  a  mousse. 

Men's  shower  products  are  a 
dynamic  growth  area,  estimated 
to  be  worth  521m,  up  11  per  cent 
on  1993  values.  The  convenience 
aspect  of  shower  products  is  par- 
ticularly valued  by  men  who 
engage  in  sports,  and  the  market 
is  being  driven  by  their  increased 
participation  in  sports.  Target 
Group  Index  data  for  1993  shows 
that  19.5  per  cent  were  regular 
swimmers,  10.6  per  cent  played 
football  and  10.1  per  cent  went 
weight  training. 

Pharmacies  continue  to  be  the 
dominant  retail  outlets,  with  an 
estimated  43  per  cent  of  the  mar- 
ket in  1994.  However,  both  gro- 
cery and  drugstores  have  gained 
share  since  1991. 


Younger  people  are  the 
heaviest  consumers  of 
deodorants,  so  how  are 
manufacturers  targeting 
this  sector?  Liz  Jones 
reports 

According  to  Taylor  Nelson 
AGB,  younger  consumers 
are  the  biggest  users  of 
deodorants  -  and  are  also 
the  most  fickle,  ie  less 
brand  loyal.  With  a  market  value 
of  5286  million  (showing  an 
annual  growth  of  9  per  cent),  it  is 
vital  for  manufacturers  to  main- 
tain the  market's  momentum. 

And  while  most  marketeers 
would  hope  that  product  develop- 
ment would  be  the  best  way  to  go, 
it  is  in  fact  new  variants  which 
stimulate  this  sector  most. 

SMELL  FACTOR 

Research  from  Mintel  shows  that 
smell  is  the  most  important  factor 
when  choosing  a  deodorant,  both 
among  men  and  women.  Findings 
suggest  that  despite  manufactur- 
ers' efforts  to  focus  on  product 
efficacy,  a  brand  with  an  accept- 
able fragrance  emerged  as  the 
most  mentioned  factor  by  some 
considerable  margin. 

It  is  not  snip  rising  that  this  year 
the  antiperspirant  and  deodorant 
market  has  been  dominated  by  an 
influx  of  new  var  iants. 

Nowhere  is  this  more  evident 
than  in  Elida  Gibbs'  launch  of  the 
Impulse  Vanilla  range.  The  three 
variants  cash-in  on  the  trend  for 
vanilla-based  perfumes  with  Van- 
illa Kisses,  a  blend  of  musk,  san- 
dalwood, white  rose  and  carna- 
tion; Vanilla  Secrets,  with  melon 
and  lilac;  and  Vanilla  Delights, 
with  fruity  top  notes.  The  launch 
is  being  supported  by  a  54.5m  TV 
and  press  campaign. 

Bristol  Myer's  Mum  is  targeting 
the  younger  consumer  with  its 
new  Body  Responsive  Anti-Per- 
spirant  Deodorant  variant,  Sun- 
burst. The  fragrance  has  been 
specially  blended  to  smell  fresh 
and  radiant.  It  has  a  clean,  fruity 
top  note  and  a  light  floral  heart.  It 
is  presented  in  a  yellow  pack, 
which  the  company  says  makes  it 
easy  to  spot  among  the  usual 
pinks,  whites  and  blues.  Its  intro- 
duction is  being  supported  by  a 
53m  TV  advertising  spend  during 
I  the  sunmfer.  Posters,  shelf  edgers 


and  fragranced  shelf  wobblers 
are  available,  too. 

Body  Mist  from  Sara  Lee  has 
recently  been  updated  with  zappy 
new  packs  -  featuring  a  woman 
post-workout  -  and  new  variants. 
It  has  also  been  reformulated 
using  a  slow-release  fragrance 
system.  The  two  new  variants  are 
Atlanta  (in  blue)  and  Vitale  (in 
green). 

Green  seems  to  be  a  popular 
choice.  Emerald  Breeze  is  the  lat- 
est variant  for  Colgate-Palmo- 
live's  Soft  &  Gentle.  It  is  the  fifth 
addition  and  spearheads  the 
brand's  relaunch.  Emerald 
Breeze  has  a  light,  fresher  and 
more  natural  positioning,  says 
the  company.  It  is  supporting  the 
range  with  a  52m  national  TV 
campaign  this  summer. 

Gillette  has  also  opted  for 
green  with  its  new  Right  Guard 
variant,  Arcadia.  It  is  a  light,  fruity 
floral  fragrance.  The  colour  also 
dominates  the  company's  Right 
Guard  Double  Protection  Anti- 
Perspirant  Gel  Sport  variant. 
However,  for  its  new  Natrel  Plus 
addition,  Lilja,  it  has  plumped  for 
purple.  It  is  spending  53.3m  this 
year  on  the  brand,  including  new 
national  TV  advertising. 

Another  company  investing 
heavily  in  its  brand  this  year  is 
Carter-Wallace.  It  is  sponsoring 
the  fitness  television  programme 
'Body  Heat',  to  be  aired  in  July, 
for  5500,000.  With  the  strapline 
'Keep  Cool  Under  Pressure',  the 
company  believes  'Body  Heat' 
provides  a  natural  platform  for 
Arrid  Extra  Dry.  The  1995  promo- 
tional campaign  concentrates  on 
the  'Unbeatable  Performance' 
offered  by  Arrid  Extra  Diy.  In 
addition  to  highlighting  personal 
hygiene  via  surveys  and  news  sto- 
ries, the  campaign  includes  ad- 
vertorials in  the  women's  press. 

NEW  LAUNCHES 

New  product  development  has 
not  deserted  the  sector,  however. 
The  two  big  launches  so  far  this 
year  herald  from  the  Elida  Gibbs' 
stable  -  the  extension  of  its  Vase- 
line Intensive  Care  franchise  to 
APDs  and  the  introduction  of 
Sure  24  Hour  Intensive. 

The  Vaseline  Intensive  Care 
range  has  three  skus,  and  all 
boast  a  skin-friendly  formulation. 
It  is  targeted  at  all  skin  care- 
aware  consumers,  not  just  those 
with  sensitive  skin,  the  company 


MUM 


Muni  is  targeting  the  young 


says.  This  is  supported  by  the 
inclusion  of  Proderma  in  all  thr  ee 
formulations.  Proderma  en- 
hances skin's  natural  lipid  barrier 
which  helps  to  maintain  its 
health,  the  company  says. 

The  range  also  heralds  the 
introduction  of  the  UK's  first 
mainstream  cream  deodorant. 
Dry  Cream  comes  in  a  mush- 
room-shaped applicator'  designed 
to  fit  under  the  arm. 

Tire  other  two  products  are 
Powerball  Roll-on  (which  has  a 
larger  size  ball  for  easier  applica- 
tion, and  an  aerosol  Day  Long 
Protection  Spray,  which  comes  in 
a  squatter-shaped  can  than  regu- 
lar deodorants.  The  range  is  avail- 
able in  two  fragrances:  Active 
Fresh  and  Fresh  Balance,  and 
colour-coded  in  aqua  and  orange. 
The  launch  is  being  supported  by 
a  55m  television  campaign  this 
year. 

New  Sure  24  Hour  Intensive 
targets  active  users  and,  as  its 
name  suggests,  offers  all-day  pro- 
tection. It  is  available  in  two  vari- 
ants -  male  (colour-coded  grey  ) 
and  unisex  (blue/green)  -  and 
three  different  applicators 
(  aerosol,  stick  and  powerball  roll- 
on).  Both  contain  calendula  and 
waterlily  extracts  and  have  a 
fresh,  long-lasting  fragrance. 
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YOUR  IDEAL 
OICE  TO  SHRINK 


PAINFUL  PILES. 


BEFORE  YOU  RECOMMEND:  CONSIDER  THE  FACTS. 


As  a  pharmacist,  you  are  increasingly  playing 
a  primary  role  in  your  customers'  healthcare 
needs.  Treating  the  pain  and  discomfort  of 
piles  is  no  exception.  As  you  know,  many 
customers  require  information  or  reassurance 
as  well  as  effective  relief. 

Preparation  H*  haemorrhoid  treatment  has 
been  giving  sufferers  relief  for  over  30  years 
and  is  the  ideal  recommendation  for  your 
pharmacy. 


Long-lasting  Relief 


In  clinical  trials,  the  main  active  ingredient  in 
Preparation  H  (yeast  cell  extract)  provided 
significant  relief  from  the  main  symptoms  of 
piles  after  a  single-dose  application  for  the  ful 
2  hour  study  period.1 

Other  multi-dose  studies  lasting  7  days  also 
clinically  prove  that  Preparation  H  relieves 
such  symptoms.1 


Fast,  Multi-Symptom  Relief 


Extensive  single  and  multi-dose  clinical  studies 
prove  that  Preparation  H  effectively  relieves 
the  varied  symptoms  of  piles.1 

These  include  pain,  irritation,  burning,  itching 
and  discomfort  on  defecation. 

Specifically,  the  main  active  ingredient  in 
Preparation  H  -  yeast  cell  extract  -  has  been 
clinically  proven  to  relieve  painful  piles  as 
quickly  as  15  minutes  after  first  application.2 
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Shrinks  Painful  Piles 


Preparation  H  not  only  soothes  and  relieves 
the  symptoms  of  piles,  its  dual  action 
formulation  helps  shrink  swollen  skin  tissue  as 
well.  In  a  UK  multi-centre  trial  following 
treatment  with  Preparation  H,  results  at  the 
end  of  the  7  day  study  showed  shrinkage  of 
swollen  piles  in  as  many  as  75%  of  patients.1 


Suitable  for  internal 
&  external  piles 


Preparation  H  is  available  both  as  ointment 
and  suppository  treatments.  Clinical  tests  have 
been  conducted  amongst  piles  sufferers.1 
Significant  symptomatic  relief  was  recorded, 
with  pain  relief  reported  after  an  average  of 
37  minutes1  :  86%  of  all  patients  reported 
complete/moderate  overall  relief  after 
treatment.1 


*  Trade  Mark 


Recommendable  in  Pregnancy 


Piles  commonly  occur 
during  pregnancy.  With 
ts  excellent  safety 
profile,  Preparation  H 

has  been  used 
extensively  by  pregnant 
women  for  many  years 
without  adverse  or 
harmful  effects  being 
reported. 


Highly  Effective 


Preparation  H  has  been  clinically  tested 
and  its  efficacy  compared  with  other  leading 
treatments.1 

Results  clearly  indicate  that  Preparation  H  is 

a  highly  effective  treatment1  suitable  for 
pharmacy  recommendation,  offering 
significant  relief  and  benefit  to  piles  sufferers. 


PREPARATION  H 

Supporting 
your  pharmacy 

•  £500,000  awareness-raising 
national  consumer  advertising 
campaign 

o  Striking  new  POS  display  and 
promotion 

•  PREPARATION  H.E.LP.S.  - 

A  unique,  confidential  sufferer 
information  service 

For  further  information  and 
details,  contact  your  Whitehall 
Representative. 


PREPARATION  H 


CLINICALLY  PROVEN  HAEMORRHOID  RELIEF 


Contains  yeast  cell  extract  and  shark  liver  oil 

10DUCT  INFORMATION:  Preparation  H  Ointment  &  Suppositories:  Presentation  Ointment  or  suppositories  containing  yeast  cell  extract  10%  w/w,  shark  liver  oil  3  0%  w/w  Uses  Relief  of  the  symptoms  of  haemorrhoids 
pain,  irritation  and  itching.  Helps  to  shrink  the  tissues  swollen  by  inflammation  Lubricant  in  easing  painful  bowel  movements  when  the  skin  is  dry  and  sore  Dosage  Ointment:  Adults  and  the  elderly  Apply  freely  night  and 

xnmg  and  after  each  bowel  movement.  Children:  Not  recommended  Suppositories:  Adults  and  the  elderly.  Insert  one  suppository,  rounded  end  first,  into  the  rectum,  morning  and  night,  and  after  each  bowel  movement. 

nldren:  Not  recommended.  Interactions:  None  known  Spec/a/  warnings  and  precautions  Persons  who  suffer  from  haemorrhoids  are  advised  to  consult  a  doctor  Side  Ettects:  None  known,  Effect  on  ability  to  drive  and  use 

ichines:  None.  Incompatibilities  None  known  Use  during  pregnancy  and  /aeration  Preparation  H  has  been  used  satisfactorily  by  a  large  number  of  pregnant  women  tor  many  years  without  adverse  or  harmful  effects 
the  health  of  either  the  unborn  or  the  newborn  child  being  reported.  Overdosage.  Not  applicable  Pharmaceutical  Precautions  Ointment.  Store  at  a  temperature  not  exceeding  25'  C  Suppositories  Store  at  a 

nperature  not  exceeding  15  C.  Legal  Category:  GSL  Package  quantities  and  Prices  Ointment:  25g  -  £2,09  and  50g  -  £3.19  (ex  VAT).  Suppositories:  6  -  £1 .18. 12  -  £2  00,  24  -  £3  53,  48  -  £6  26  (ex  VAT).  Product 

ence  No  Ointment  PL  01 65/501 4R  Suppositories:  PL  01 65/501 5R  Date  of  Preparation.  May  1995  Shell  ble:  Ointment  3  Years.  Suppositories'  2  Years  *  Trade  Mark 

ferences:  1  Data  on  file  at  Whitehall  Laboratories.  2  J  Clin  Pharmacol,  1989,  29:  845  (J  Ftllmgim) 


Whitehall  Laboratories,  Huntercombe  Lane  South,  Taplow,  Maidenhead,  Berkshire,  SL6  OPH. 
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NEWS 


ouncil  decides  on 
verified  not  mandatory  CE 


The  Royal  Pharmaceutical 
Society's  Council  has  fail- 
ed to  come  to  a  straight 
'yes'  or  'no'  decision  on 
whether  continuing  edu- 
cation should  be  mandatory. 

Instead,  members  have  agreed 
in  principle  to  "put  in  place  a 
process  for  verifying  pharma- 
cists' compliance  with  the  Code 
of  Ethics'  expectation  that  they 
should  undertake  at  least  30 
hours  of  continuing  education  a 
year". 

They  also  ag- 
reed to  look  at 
how  much  such  a 
policy  would  cost. 

Proposing  the 
motion,  Peter  Cur- 
phey  felt  that 
Council  should  be 
strengthening  the 
Code  of  Ethics 
obligation  by  doc- 
umenting it  and 
should  establish 
some  form  of  pro- 
cedure for  those 
who  were  not  pre- 
pared to  follow 
the  requirements. 

The  exact  pro-  WM 
cedure  was  up  to 
the  Council  and  might  eventually 
lead  to  pharmacists  not  being 
licensed  to  practise  or  being 
removed  from  the  Register. 

Alan  Nathan  thought  Council 
had  been  preparing  for  a  vote  on 
whether  or  not  continuing  edu- 
cation should  be  mandatory,  but 
that  was  not  covered  by  the 
wording  of  the  motion. 

Geoff  Booth  said  that  'manda- 
tory' implied  some  form  of  sanc- 
tion on  anyone  who  did  not  par- 
ticipate,  which  would  require 
legislat  ion  if  it  involved  pharma- 
cists being  unable  to  practise. 
Primary  legislation  was  not  on 
the  agenda,  so  Council  might  as 
well  forget  the  concept  of  a 
mandatory  requirement.  The 
Society  would  have  to  police 
such  a  scheme,  which  would  be 
an  enormous  task. 

When  Council  members  ex- 
pressed contusion  about  what 
the  motion  meant,  Linda  Stone 
said  that  there  was  no  monitor- 
ing of  the  current  requirement 
for  30  hours  of  continuing  educa- 
tion and  no  way  of  testing  if 


someone  had  complied.  Mr  Cur- 
phey's  motion  was  for  a  process 
to  verify  compliance  and  would 
not  necessarily  lead  to  manda- 
tory continuing  education. 

David  Sharpe  proposed  an 
amendment  that  Council  should 
also  examine  the  cost  implica- 
tions of  the  process. 

Alison  Blenkinsopp  added  that 
Council  did  not  know  the  extent 
of  participation  in  continuing 
education.  The  aim  was  to  mea- 
sure1 the  extent  to  which  pharma- 
cists complied 
with  the  target 
and  then,  ulti- 
mately, to  do 
something  with 
those  who  did 
not  comply. 
The  amended 
motion  was  car- 
ried by  14  votes 
to  two. 

Fees  up  Coun- 
cil approved  in- 
creases of  ap- 
proximately 2.5 
per  cent  in  the 
statutory  fees 
for  1996.  Mem- 
bers' full-time 
retention  fee 
will  rise  from  SI  17  to  SI 20  and 
the  premises  retention  fee  from 
S121  to  S124.  The  Society's 
finance  department  initially  pro- 
posed a  4  per  cent  increase  in 
members'  fees,  but  this  was 
defeated. 

Handing  out  dispensed  medi- 
cines Council  approved  a  draft 
revision  of  standards  for  dis- 
pensing procedures  contained  in 
the  document  on  standards  of 
good  professional  practice. 

The  revision  would  introduce 
a  requirement  that  the  pharma- 
cist personally  should  normally 
seek  to  ensure  that  the  patient, 
or  the  patient's  agent,  under- 
stood sufficient  information  and 
advice  to  enable  safe  and  effec- 
tive use  of  a  medicine. 

Only  in  specified  circum- 
stances would  a  non-pharmacist 
be  allowed  to  confirm  that  the 
directions  were  understood,  and 
in  such  cases  the  patient  or  agent 
would  be  asked  if  they  wished  to 
speak  to  the  pharmacist. 

David  Coleman  said  there  was 
an  urgent  need  to  emphasise  that 


The  aim  is  to 
measure  extent  of 
compliance  and, 
ultimately,  do 
something  with 
those  who  do  not 
comply 


one  of  the  main  parts  of  the  dis- 
pensing process  was  the  interac- 
tion between  the  pharmacist  and 
the  patient,  particularly  with  the 
introduction  of  patient  packs 
and  the  possibility  of  mail  order 
dispensing. 

Discipline  An  amendment  to  the 
Byelaws  will  be  drafted  to  estab- 
lish a  tribunal  to  consider  com- 
plaints concerning  the  standards 
of  pharmacy  practice  and 
premises. 

NHS  remuneration  Council 
agreed  to  set  up  a  joint  meeting 
between  the  Society,  the  PSNC 
and  the  Scottish  Pharmaceutical 
General  Council  to  explore  the 
principle  of  capitation  fees  and 
payment  for  future  pharmaceuti- 
cal services. 

The  Community  Pharmacists' 
Group  Committee  had  noted 
that,  while  negotiation  of  fees 
was  the  PSNC's  and  SPGC's 
responsibility,  the  Society  had  a 
legitimate  interest  in  the  overall 
shape  of  NHS  remuneration 
because  it  could  be  important  in 
giving  the  general  public  access 
to  a  comprehensive  pharmaceu- 
tical service. 

The  president 
Ann  Lewis  em- 
phasised that  it 
would  be  a 
"joint  meeting 
of  minds"  and 
would  not  com- 
mit anyone  to 
anything.  There 
was  need  for  a 
free,  informed 
discussion,  she 
believed. 
Assistant 
training  Coun- 
cil   agreed  to 

keep  to  its  policy  set  out  in  its 
document  on  the  training  of 
pharmacy  assistants. 

The  NPA  line  is  that  there 
should  be  no  exemption  from 
training  for  experienced  assis- 
tants. Council's  policy  is  that 
they  should  be  able  to  take  a  mul- 
tiple-choice question  paper  to 
indicate  that  they  have  the 
required  knowledge  base.  Speak- 
ers suggested  it  would  be  diffi- 
cult and  dishonest  for  Council  to 
reverse  its  original  decision. 
Patient  packs  Guidance  will  be 
prepared  to  help  pharmacists  in 


The  Society  wants 
a  "joint  meeting 
of  minds"  with 
PSNC  and  SPGC 
on  the  shape  of 
remuneration 


dispensing  patient  packs. 
FP10  design  The  Society  is  to 
ask  the  Department  of  Health  to 
clar  ify  its  plans  for  informing  the 
public  about  the  new  NHS  pre- 
scription form.  A  publicity  cam- 
paign, expected  before  April  1, 
had  not  taken  place. 
Strategy  planning  Council 
agreed  to  seek  the  views  of  other- 
pharmaceutical  organisations 
about  strategy  planning  for  com- 
munity pharmacy. 
Managed  care  Council  agreed 
to  commission  strategic  re- 
search to  determine  the  key 
issues  affecting  pharmacy  prac- 
tice arising  from  the  possible 
development  of  a  managed  care 
policy. 

Methadone  dosing  Interim 
guidance  for  pharmacists  who 
supervise  daily  dosing  of  oral 
methadone  is  to  be  made  avail- 
able to  those  who  request  it . 
Indemnity  insurance  Council 
approved  an  addition  to  the  doc- 
ument on  standards  of  good  pro- 
fessional practice  to  require 
pharmacists'  employers  to  en- 
sure that  adequate  professional 
indemnity  arrang- 
ments  were  in 
place. 

Dispensing  of 
supple  m  ents 

Pharmacists  re- 
ceiving a  prescrip- 
tion for  a  product 
available  both  as  a 
licensed  medicine 
and  as  a  food  sup- 
plement should 
dispense  the  for- 
mer instead  of  the 
latter  item,  it  was 
recommended. 
Advertising  reg- 
ulations Council  agreed  to 
express  concern  to  the  Medi- 
cines Control  Agency  concern- 
ing a  proposed  amendment  to 
the  Medicines  (Advertising)  Reg- 
ulations 1994,  which  might  pre- 
vent pharmacists  from  recom- 
mending an  NSAID  to  a  patient 
with  symptoms  which  were 
within  the  medicine's  product 
licence  indic  ations. 
Removal  from  Register  On 
May  24,  347  pharmacists  and  53 
pharmacies  were  removed  from 
the  Register  for  non-payment  of 
fees. 
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LETTERS 


Goldshield 
explains  dual 
marketing 


I  read  with  interest  the  latest 
Xrayser  article  referring  to 
Goldshield  Pharmaceuticals 
(C&D  June  10). 

Ajit  Patel,  managing  director 
for  Goldshield 

Pharmaceuticals,  responded 
to  a  previous  Xrayser  feature 
in  C&D  (Letters  May  6),  and 
referred  to  the  marketing 
activity  of  Goldshield's  retail 
product,  Imuderm.  No 
reference  to  other  divisions  of 
Goldshield  Pharmaceuticals 
was  made  or  indeed  intended. 

The  article  last  week  led  me 
to  believe  there  is  still  a 
certain  degree  of  confusion 
over  the  marketing  of 
Imuderm,  which  I  would  like 
to  clarify  once  and  for  all. 

Imuderm  was  always 
intended  to  be  sold  through 
retail.  The  product  was 
launched  two  and  a  half  years 
ago,  and  was  initially 
promoted  to  the  health 
professional  with  distribution 
through  the  independent 
pharmacy  sector.  Chiefly,  the 
eczema  market  is  very 
dissatisfied  with  consumers 
looking  to  trial  new  products. 
Sampling  the  relevant  health 
professional  sector,  as  well  as 
the  consumer,  with  full-size 
product  has  proved  to  be  a 
very  successful  part  of  the 
promotional  strategy. 

Consumer  advertising 
offering  low-cost  trial  of  full- 
size  Imuderm  products  was 
placed  in  the  consumer  health 
titles  distributed  through 
pharmacy.  Titles  used 
included  Wellbeing,  Healthy 
Times  and  Mother  &  Child 
Health. 

The  pharmacist  is  ideally 
qualified  to  offer  the  advice 
and  reassurance  the 
consumer  may  need  upon  the 
purchase  of  a  product  for  dry 
skin  associated  with  eczema. 
Incidentally,  Goldshield's 
further  commitment  to 
Imuderm  in  retail  pharmacy  is 
demonstrated  by  the 
appointment  of  Ceuta 
Healthcare  as  the  company's 
sole  distributor  of  Imuderm  to 
the  independent  sector. 

Imuderm  has  only  been 
supplied  direct  to  the 
consumer  when  the  product 
has  been  recommended  by  a 
health  professional,  and  the 
local  chemists  do  not  stock  the 
range. 

Goldshield  Pharmaceuticals, 
as  a  progressive  and 
commercial  healthcare 
company,  is  currently 

CHEMIST  &  DRUGGIST  17  JUNE  1995 


operating  in  two  very  separate 
markets;  namely,  retail 
pharmacy  and  mail  order. 
These  two  operations  are 
handled  by  two  autonomous 
divisions. 

The  company  is  proud  to  be 
offering  the  British  consumer 
a  range  of  premium  quality 
healthcare  products  through 
retail  pharmacy  and  direct 
through  mail  order.  The  two 
operations  are  run  by  separate 
subsidiaries,  they  are  both 
highly  successful  and  will 
remain  independent. 
Mark  Cooper 
Head  of  retail  marketing, 
Goldshield  Healthcare 

...  and  so  does  its  mail  order 


company 


With  reference  to  the  recent 
Xrayser  article  referring  to 
Goldshield  Pharmaceuticals 
published  in  Chemist  & 
Druggist  on  June  10,  that 
company  operates  in  two 
highly  different,  but  highly 
competitive  markets, 
distributing  products  direct  to 
the  consumer  through  mail 
order  or  via  retail  pharmacy. 

It  is  well  documented  that  a 
typical  UK  customer  prefers  to 
purchase  products  from  a 
retail  outlet  rather  than  direct 
from  a  mail  order  company. 
Indeed,  maybe  as  many  as  90 
per  cent  of  customers  prefer 
this  route  of  purchase.  A 
customer  purchasing  products 
from  a  retail  outlet  will  not 
tend  to  purchase  the  same 
type  of  product  direct  from 
companies:  the  converse  also 
applies. 

At  Natural  Care  Direct,  we 
conduct  our  mail  order 
business  in  a  highly 
professional  manner  in  order 
to  compete  successfully  with 
other  companies. 

Unlike  many  other 
companies  which  operate  in 
both  mail  order  and  retail 
markets,  Goldshield  does  not 
look  to  hide  its  mail  order 
operation  by  choosing  two 
completely  different  names  to 
trade  under.  Goldshield  has 
always  been  very  honest  and 
upfront  about  all  its  interests. 

The  strategy  of  initially 
offering  a  special  low-cost 
product  is  to  allow  the 
consumer  to  try  the  product 
first  at  a  low  price  before  a 
full-cost  purchase  is  made.  If 
Goldshield  was  looking  "to 
obtain  a  mailing  list  for  the 
distribution  of  a  free 
catalogue",  a  considerably 
more  cost-effective  strategy 
would  be  taken  using 
appropriate  list  brokers. 
Anis  Kapadia 

Mail  order  controller,  Natural 
Care  Direct 


NVQs  and  all  that 

There  has  been  much 
discussion  about  National 
Vocational  Qualifications 
(NVQs)  and  their  relevance  to 
pharmacy. 

A  small  working  group  has 
been  formed  by  the  British 
Retail  Consortium  to  look  at 
the  problems  in  the  up  take  of, 
and  access  to,  NVQs  in  small 
and  independent  retailer 
groups.  We  are  interested, 
particularly,  in  trying  to  find 
further  information  from 
pharmacists  about  the  nature 
and  scope  of  the  problems 
facing  them  in  this  take  up  of 
NVQs. 

We  would  like  to  hear  very 
much  from  those  who  have 
tried  and  succeeded,  as  well 
as  from  those  who  have  tried 
and  failed. 

If  you  have  been  involved 
with  NVQs,  please  could  you 
write  to  me  at  the  NPA  with  a 
brief  letter  summarising  your 
involvement  and  experience 
to  date. 
M  A  Benson 

Head  of  training,  National 
Pharmaceutical  Association 

LPC  conference  makes  its 
mark  and  a  £3.5m  windfall? 

How  can  one  reply  to  a  letter 
such  as  the  one  attacking 
John  Donoghue  in  Chemist  & 
Druggist,  June  10? 

I  believe  that  Mr  Mansour's 
inability  to  understand  the 
waste  of  money  question  and 
John  Donoghue's  question  is 
entirely  indicative  of  the 
uninformed  reasoning  and 
general  apathy  that  has 
resulted  in  the  election  of  the 
current  Pharmaceutical 
Services  Negotiating 
Committee. 


I  believe  John  made  it  quite 
clear  that  he  had  only 
requested  a  conference  at 
such  a  time  that  the  PSNC  was 
ready  to  accept  an  offer,  so 
that  the  acceptance  could  be 
ratified  by  the  LPCs.  He  firstly 
asked  whether  PSNC  had  an 
offer  which  it  wanted  to 
accept.  PSNC  said  that  it  had 
not.  It  was  at  this  point,  quite 
rightly,  that  John  asked  why 
PSNC  had  proceeded  in 
calling  the  conference.  One 
can  only  agree  that  a 
conference  to  discuss  no  offer 
could  be  a  potential  waste. 

In  the  event,  the  DoH  did  see 
fit  to  present  PSNC  with  an 
improved  offer  of  a  0.5  per 
cent  increase  in  the  global 
sum,  mentioning  the 
conference  in  its  letter  to 
PSNC.  There  has  not  been  any 
extra  offer  subsequent  to  the 
conference,  because,  in  my 
opinion,  having  heard  the 
platitudes  of  the  'give  in 
gracefully'  brigade,  like  Mr 
Mansour,  the  DoH  saw  no 
necessity  to  make  one. 

If  one  assumes  that  the  DoH 
would  not  have  given  an 
increase  in  the  offer  without 
the  conference  having  been 
called  -  and  I  think  the 
Department  was  concerned. 
The  0.5  per  cent  increase  is 
worth  £3,500,000  on  the 
global  sum.  Not  bad  for  a 
£20,000  investment.  Thank 
you  very  much,  John.  I,  at 
least,  appreciate  your  efforts. 

Wake  up  everybody!  Why 
can't  we  make  our  negotiators 
be  more  active  like  those  in 
other  health  service 
professions.  The  GPs  have 
just  rejected  a  huge  increase 
in  night  service  payments. 
They  would  see  our  0.5  per 
cent  as  an  insult! 
Adrian  Korsner 
London  N20 


Chairman  of  the  Small  Electrical  Appliance  Marketing  Association 
James  Moore,  pictured  with  Charles  Kennedy  MP,  the  chief  guest  at 
SEAMA's  midsummer  dinner  on  June  13.  Speaking  about  recent  OFT 
comments  on  the  small  electricals  market,  Mr  Moore  said:  "If  this  is  a 
rigged  market,  I'd  hate  to  work  in  one  where  there  is  competition!" 
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's  departure 
board  changes 


Group  chief  executive  Peter 
Lloyd's  departure  from  the  board 
of  Lloyds  Chemists  on  the 
grounds  of  ill-health  has  led  to  a 
re-shuffle  in  the  executive  ranks. 


Peter  Lloyd  (right)  has  worked  for 
the  company,  founded  by  brother 
Allen  (left),  for  16  years,  starting 
out  in  shopfitting 


Kercy  adds 
Zest  to  London 

Zest,  a  new  concept  in  retail  phar- 
macy, has  opened  its  first  branch 
in  Islington,  London. 

Proprietor  pharmacist  John 
Piercy,  who  has  run  one  store  in 
London's  Soho  for  the  past  six 
years,  aims  to  have  ten  outlets, 
with  or  without  contracts,  on 
prime  sites  in  the  city  by  1997. 

The  854sq  ft  sales  area  on 
Islington's  main  thoroughfare  has 
ancilliary  space  on  the  first  and 
second  floors,  and  has  been 
architect-designed  with  a  "radi- 
cal" shop  front  in  steel  and  glass. 

The  shop  has  a  strong  emphasis 
on  health  and  beauty,  and  sells 
specialist  products,  such  as  the 
Neal's  Yard  range,  Clarins  and 
Lancome,  as  well  as  a  huge  range 
of  designer  cards. 

"We  are  concentrating  on  sell- 
ing slightly  fewer,  but  high-quality 
products,  which  have  higher  mar- 
gins. We  also  have  consulting 
areas  and  hope  to  project  the  for- 
ward-thinking nature  of  phar- 
macy," says  Mr  Piercy. 

The  chain  aims  to  specialise  in 
high-quality  health  and  beauty 
products. 


Mr  Lloyd,  40,  brother  of 
founder  Allen,  has  been  with  the 
company  1(5  years.  At  first,  he 
was  responsible  for  shopfitting, 
and  in  1993  he  was  appointed 
group  chief  executive.  He  is  suc- 
ceeded by  finance  director 
Michael  Ward,  who  is  now  group 
managing  director. 

Mr  Ward,  who  joined  the  group 
last  year,  is  said  to  be  a  dynamic 
operator.  He,  along  with  his  chief 
executive  John  Rudgard,  was 
half  of  a  two-man  team  which  ran 
H  P  Buhner,  the  world's  largest 
cider  company. 

Mr  Ward  comments:  "The  new 
appointments  will  strengthen  the 
board,  but  company  strategy 
remains  unchanged." 

Lloyds'  share  price  received  a 
knock  earlier  in  the  year  when 
the  City  reacted  to  the  sudden 
news  that  the  company  planned 
to  close  100  of  its  Supersave 
stores  and  reorganise  the  re- 
maining 200. 


A  nationally-available  training 
video  to  assist  and  educate  retail- 
ers in  how  to  c  ombat  the  prob- 
lem of  shoplifting  was  launched 
last  week. 

The  'Theftstop'  initiative  has 
the  support  of  the  British  Retail 
Consortium,  the  Home  Office 
crime  prevention  branch  and 
several  major  police  forces. 

The  full  package  comprises  a 
video  with  four  14-minute  train- 
ing modules,  a  script  which  can 
be  copied,  questions  and  ans- 
wers, case  studies  and  handouts. 

Compass  Vision,  which  pro- 
duced the  package,  aims  to  have 
it  in  the  hands  of  10,000  shop 
managers  and  police  crime  pre- 
vention officers  within  three 
months  of  its  launch. 

The  video  covers  areas  such 
as: 


Dallas   Chemists  has  sold  its 
branch  in  London's  Charing  Cross 
railway   station   to   Boots  the 
Chemists. 
Another  branch  in  Edgeware, 


Mr  Ward  says  the  drugstore 
reorganisation  is  on  track  for 
completion  within  the  estimated 
12-month  period. 

John  Richards,  retail  analyst  at 
Natwest  Investment,  comments: 
"Although  Michael  Ward  is  some- 
thing of  an  unknown  quantity, 
the  City  will  now  have  a  greater 
degree  of  confidence  in  the  com- 
pany as  Peter  Lloyd's  position 
was  always  seen  as  a  little 
ambiguous,  given  his  relation- 
ship to  Allen  Lloyd."  Closing 
share  prices  following  the 
announcement  were  up  6p  to 
224p. 

Jonathan  Fellows,  36,  previ- 
ously finance  director  at  Central 
Television  before  its  acquisition 
by  Carlton  Communic  ations,  will 
replace  Mr  Ward  as  finance 
director  next  month.  Martyn 
Hardy,  managing  director  of 
Lloyds  Chemists  since  1993,  also 
joins  the  board.  Mr  Hardy,  a  phar- 
macist, joined  the  group  in  1980. 


Middlesex,  was  sold  to  Superdrug 
for  "purely  commercial  reasons", 
according  to  one  of  Dallas'  direc- 
tors, Hasu  Manek.  The  small 
chain  company  is  also  looking  at 


Pharmacists  top 
High  Street  survey 

Pharmacists  led  the  High  Street 
in  sales,  with  the  largest  volume 
increase  in  May,  says  the  latest 
Confederation  of  British  Industry 
Distributive  Trades  survey. 

Sales  for  the  sector  rose  signifi- 
cantly, and  at  the  strongest 
annual  rate  since  December, 
1993,  but  pharmacists  expect  less 
strong  growth  this  month. 

In  the  High  Street,  overall  sales 
for  the  time  of  year  were  seen  as 
below  average.  While  footwear 
and  leather  shops  saw  sales  rise, 
booksellers,  furniture  and  carpet 
stores,  stationers  and  off-licences 
all  experienced  a  decline.  Orders 
with  suppliers  were  up  slightly, 
but  by  less  than  expected.  Sales 
volumes  are  predicted  to  grow 
faster  this  month. 

Retailers  also  experienced  the 
biggest  price  hikes  for  two  years, 
but  the  increase  remains  well 
below  the  long-term  average  and 
the  outlook  is  for  a  similar 
upward  movement  this  month. 

Wholesalers'  sales  volumes 
climbed  markedly,  but  slower 
than  either  expected  or  reported. 
Reported  price  rises  were 
broadly  in  line  with  expectations 
and,  while  firms  are  more  opti- 
mistic about  the  business  situa- 
tion than  previously,  employment 
was,  and  is  expected  to  remain, 
flat. 


possible  future  acquisitions. 

The  station  branch  has  an  NHS 
contract,  It  was  opened  five  years 
ago  and  was  expanded  from  200- 
l,500sqftin  April,  1994. 


Stop  theft  with  Theftstop  video  package 


•  who  steals  from  shops,  where, 
when  and  how 

•  shop  design  to  prevent  theft, 
security  products  and  services, 
deterring  potential  thieves 

0  the  law  relating  to  theft,  when 
to  make  an  arrest,  use  of  force, 
powers  of  stop  and  search 

•  dealing  with  theft  in  practice, 
in-shop  cautioning,  avoiding  vio- 
lence and  police  procedures. 

Examples  of  good  practice  are 
also  given. 

The  cost  of  customer  theft  rose 
by  40  per  cent  in  1993-94,  said 
Marks  &  Spencer  executive 
director  David  Sieff  at  the  video's 
launch.  Surveys  show  that,  at  an 
annual  cost  of  5750  million,  it  is 
the  biggest  category  of  retail 
crime. 

Mr  Sieff  also  said  that,  while 
£580m  was  spent  on  security 


measures,  only  1  per  cent  of  this 
sum  went  on  training  staff  how 
to  prevent,  deter  and  deal  with 
theft. 

Since  49  per  cent  of  attacks  on 
staff  are  in  response  to  attempts 
by  them  to  prevent  theft,  it  is 
important  to  ensure  that  security 
awareness  is  part,  of  every 
retailer's  training  agenda,  he 
said. 

The  cost  per  pack  is  £18.95 
(plus  VAT  at  S3.31)  and  S2.25 
postage.  Single  videos  cost  £9.95 
(plus  VAT  at  SI. 74)  and  S1.25 
postage.  Discounts  are  available 
on  multiple  orders.  Cheques, 
made  payable  to  Compass  Vision 
Ltd,  should  be  sent  to  the 
'National  Theftstop  Initiative', 
Acreview  House,  9  Adamslie 
Crescent,  Kirkintilloch,  Glasgow 
G66  1BL. 


Dallas  sells  station  branch  to  Boots 
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BUSINESS  MEWS 


SB  joint  venture  to 
speed  up  delivery 


Beatson  Clark,  which  has  99  per  cent  of  the  medicine  bottle 
dispensing  market,  has  invested  £8.5  million  in  a  factory  refurbishment 
project  at  its  Rotherham  site.  The  seven-week  project  included 
rebuilding  the  amber  glass  furnace  and  the  installation  of  the  latest 
manufacturing  and  inspection  technologies  to  four  production  lines.  A 
major  benefit  of  the  scheme  is  the  change  from  oil  to  gas  firing,  which 
will  comply  with  EU  emissions  standards 


No  comment  from  GW 


Smithkline  Beecham  has  entered 
into  a  joint  venture  with  a  US 
research  centre,  which  will  speed 
up  drug  delivery  times. 

The  company  has  signed  a  col- 
laborative agreement  with  the 
David  Sarnoff  Research  Centre,  a 
subsidiary  of  technology  com- 
pany SRI  International,  to  dev- 
elop and  commercialise  a  device 
lor  the  rapid  synthesis  and 
screening  of  molecules. 

The  aim  is  to  create  a  "labora- 
tory on  a  computer  chip".  Each 
chip  will  be  designed  to  cany  out 
thousands  of  chemical  experi- 
ments simultaneously  -  from 
combinatorial  synthesis  of  mole- 
cules to  final  screening  for  bio- 
logical activity  -  without  human 
intervention. 

SB,  which  has  a  stake  in  the 
company,  will  have  some  exclu- 
sive access  -  in  the  human  phar  - 
maceuticals field  -  to  devices 
produced  by  the  collaboration. 


Glaxo  Wellcome  has  refused  to 
confirm  or  deny  a  leaked  report, 
that  it  is  closing  its  Beckenham, 
Kent,  site. 

A  company  spokesperson  says: 
"A  decision  of  this  nature  will  be 
taken  by  the  integration  commit- 
tee and  no  such  decision  has  been 
announced." 

Of  the  1,500  staff  working  at  t  he 
Kent  site,  there  is  a  research 
department  of  500,  none  of  whom 
have  been  relocated  to  the  new 
resear  ch  centre  in  Stevenage. 

The  S700  million  facility, 
opened  by  the  Queen  in  April,  will 
combine  much  of  the  research 
previously  carried  out  at  Becken- 
ham, and  at  Glaxo's  sites  at  Ware 
and  Greenford. 


A  company  spokesperson 
maintains  that  the  decision  to 
relocate  research  staff  is  in  the 
hands  of  group  research  and 
development  director  Jim  Niedel. 

When  Glaxo  took  over  Well- 
come earlier  this  year,  analysts 
estimated  that  around  10,000  jobs 
would  go  in  order  to  generate 
sales  per  employee  ratios  at  simi- 
lar levels  to  Merck  or  Bristol- 
Myers  Squibb. 

To  date,  the  company  has  con- 
cerned itself  with  announcing 
board  reshuffles,  rather  than 
large-scale  staff  rationalisation 
plans.  This  week,  another  Glaxo 
board  member  has  resigned.  Neil 
Maidment,  who  had  been  with 
Glaxo  since  1003,  and  was  execu- 


tive director  with  responsibility 
for  the  Asia  Pacific  region,  has 
retired.  His  duties  will  be  taken 
over  by  Sean  Lance,  in  addition  to 
his  role  as  director  responsible 
for  Europe,  Africa  and  the  Middle 
East. 

#  Boehringer  Ingelheim  has  filed 
a  new  drug  application  with  the 
US  Food  and  Drug  Administra- 
tion for  a  Form  1  version  of  rani- 
tidine hydrochloride.  Although 
the  product  would  not  infringe 
Glaxo's  US  patent  on  Form  2,  the 
company  is  considering  "all 
courses  of  action  open  to  it".  It 
has  commenced  legal  proceed- 
ings against  Geneva  Pharmaceu- 
ticals and  Novopharm,  which 
have  filed  similar  applications. 


Stanford  Rook  TB 
drug  enters  phase  III 
trials  in  South  Africa 

Stanford  Rook  is  undertaking 
phase  III  trials  in  South  Africa  for 
its  anti-tuberculous  drug,  SRL 
172. 

The  drug  is  derived  from  the 
practical  application  of  immuno- 
logical research  carried  out  by 
the  company  co-founders,  John 
Stanford  and  Graham  Rook,  at 
the  University  College  of  London. 
The  drug  is  t  hought  to  trigger  an 
immune  response  to  combat  the 
TB  mycobacterium. 

Stanford  Rook  manager  Wilson 
Carswell  says  a  pivotal  study  is 
being  carried  out  in  South  Africa 
on  adults  with  newly-diagnosed 
or  confirmed  tuberculosis  of  the 
lungs.  South  Africa  was  chosen 
partly  for  its  higher  incidence  of 
the  disease  (70,000  cases  com- 
pared with  6,000  in  England  and 
Wales). 

Plans  are  also  under  way  to 
carry  out  a  similar  trial  in  the  East 
End  of  London  in  conjunction 
with  the  East  London  TB  Centre, 
which  is  based  at  Bethnal  Green's 
London  Chest  Clinic. 

A  product  licence  application 
will  lie  initially  sought  with 
theUK  Medicines  Control  Agency. 

Unichem/Nutricia 
training  session 

Unichem  and  Nutricia  Dietary 
Products  are  holding  a  pharmacy 
training  session  for  their  mem- 
bers in  Leicester  on  coeliac  dis- 
ease and  phenylketonuria. 

The  study  evening  will  be  held 
at  Unichem's  Hinkley  site  on  June 
28  and  will  provide  information 
on  the  conditions  and  the  dietaiy 
products  available  from  Nutricia. 

Places  are  restricted  to  50 
attendees.  Further  information 
from  Nutricia  customer  services 
on  01225  771801. 


COMING  EVENTS 


WEDNESDAY,  JUNE  21 
Dudley     and  Stourbridge 
Branch,  RPSGB 

At  AAH  car  park,  Stallings 
Lane,  Kingswinford,  between 
6.30  and  7.30pm.  Annual  car 
treasure  hunt  and  buffet  meal. 
Notify  Patrick  McCraghan  on 
01384  253259  by  June  19. 

ADVANCE  INFORMATION 

Bath  &  West  England  regional 
committee  of  the  RPSGB  is 

holding  a  psychiatric  study 
day  on  June  18  at  the  Aztec 
Hotel,  Aztec  West,  Almonds- 
bury,  Bristol.  Details  on  01275 
394543. 

The  DMG  Exhibition  Group  is 
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organising  an  exhibition  at  the 
Metropole  Hotel,  NEC,  on  June 
20-22  for  the  Institute  of 
Logistics  Demand  Driven 
Solutions.  Contact  Peter  Acton, 
tel:  01737  814882. 
Essex  LPC  is  holding  a  meeting 
on  July  19,  2.15pm  in  the  board 
room  of  the  North  Essex  Health 
Authority,  Collingwood  Road, 
Witham.  Details  on  0181  882 
6142. 

The  College  of  Pharmacy 
Practice's  London  Study 
Group  is  holding  a  meeting  on 
July  6,  6.30  to  8.30pm,  in  the 
board  room  at  the  Middlesex 
Hospital.  Further  details  from 
Nick  Hooker  on  0171  387  9300. 


Beconase 


r 


BINGO 


Here  are  the  winning  numbers  for  the  period  17th  June  - 30th  June 

Check  the  sticker  on  the  back  of  your  Beconase  Hayfever 
counter  unit  to  see  if  you've  won  a  Fortnum  &  Mason  hamper  or 
even  a  weekend  for 2  in  Paris. 


70  98  7  68  91  52  6  10  35  36 
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Cancellation  deadline  10am  Friday;  one  week  prior  to  insertion  date      Post  to  Classified  Advertisements,  Chemist  &  Druggist, 


Display/Semi  Display  £26  per  single  column  centimetre,  min  3x1 
Box  Numbers  £10.00  extra.  Available  on  request. 
All  rates  subject  to  standard  VAT 
Publication  date  every  Saturday 
Copy  date  4pm  Tuesday  prior  to  publication  date. 


Miller  Freeman  PLC,  Sovereign  Way,  Tonbridge,  Kent  TN9  1 RW 
Tel:  Tonbridge  (01732)  364422  Telex:  95132  Fax:  (01732)  368210 
Ring  Nick  Fisher  (01732)  377272  for  further  information. 


APPOINTMENTS 


GENERAL  SALES  MANAGER 


OTC  Health  Care 

This  important  vacancy  exists  in  the  OTC  Division 
of  an  international  Pharmaceutical  Company.  The 
company,  based  in  South  East  England,  markets  a 
range  of  leading  OTC  products  to  the  multiple  and 
independent  pharmacy  sector.  There  is  a  range  of 
new  product  developments  in  the  pipeline  and 
with  extensive  advertising  and  sales  promotion 
support,  will  ensure  continuing  sales  growth. 

Candidates,  men  or  women  aged  30-40,  educated 
preferably  to  degree  level,  must  be  able  to 
demonstrate  a  successful  track  record  of  leading 
an  OTC  Salesforce  with  the  accompanying  sales 
strategies  of  adapting  to  the  constantly  changing 
distribution  patterns.  Additionally,  he  or  she,  will 
have  sound  experience  in  pharmacy  training 
programmes,  national  account  management  and 
trade  marketing.  Success  with  an  Rx-OTC  launch 
would  be  an  added  benefit. 


£  Negotiable  +  Car/Bonus 

Management  of  sales  administration  and 
computerised  sales  systems  is  an  essential 
requirement. 

A  starting  salary  of  c£35,000  pa  is  envisaged  but 
this  is  negotiable  for  outstanding  candidates.  A 
fully  expensed  car  is  provided,  together  with  a 
performance  related  bonus,  plus  usual  large 
Company  benefits. 

Please  write,  in  confidence  (with  a  note  of  any 
Company  you  do  not  wish  your  details  to  be 
forwarded  to),  giving  concise  relevant  career 
history  and  current  earnings  to:  Bob  Buyers, 
Director  at  Bull  Thompson  &  Associates  Ltd,  8 
Upper  St  Martin's  Lane,  London  WC2H  9DF 
quoting  ref  no:  2232. 


EXECUTIVE  SEARCH,  SELECTION  &  CORPORATE  STRATEGY  C 


LEEDS 
Full  &  Part  time 

Pharmacy  Assistants  required  for 
newly  built  pharmacy,  due  to  open 

shortly.  Must  be  enthusiastic, 
friendly  &  reliable,  but  above  all  be 
experienced  in  all  aspects  of 

pharmacy  work. 
Hours  to  be  negotiated  but 
weekend  work  will  be  involved. 
Driving  licence  preferred 

Tel:  0113  232  6002 


PHARMACIST 
REQUIRED 

Might  suit  newly  qualified. 

Apply  in  writing  with  CV  to: 
Mr  D.  S.  Bingham 
The  Square,  Markethill 
Co.  Armagh  BT60  1RB 


PHARMACIST  required  for  13  assorted 
weeks  during  1995  to  cover  holidays.  Area 
or  work:  Carshalton,  Surrey.  Nearest 
underground  Morden.  Tel:  0181-644 
8972/9589.  Ret":  Mrjiwa. 


MAIDSTONE 
KENT 

Pharmacist  Manager  required 

for  community  pharmacy. 
Sat  half  day.  Job  share  and  self 
employed  considered 
Tel:  0171-722  5221  op 
01S23  771187  (evenings) 


NORTH  MANCHESTER,  BURY, 
SAI.FORD.  Reliable  and  experienced 
Pharmacist  available  Sunday  to  Friday  (no 
Saturdays),  telephone  Charles  0161  798 
870 1. 


P/T  QUALIFIED  DISPENSER  required. 
Flexible  hours.  Farnborough.  Tel:  377263. 


PHARMACIST  MANAGER  or  long  term 
locum  with  merchandising  interest 
required  for  an  easily  run  interesting 
pharmacy.  Minimum  paperwork. 
Accommodation  possible.  lelcphone 
01376  520052  or0!763  248440  anytime. 


DISPENSING  ASSISTANT,  requited  for 
rural  pharmacy  in  Molesey,  near  Hampton 
Court.  Apply  with  CV  to  Rippin 
Chemists,  104  Walton  Road,  East 
Molesey,  Surrey. 


976 


Chemist  &  Druggist  17  June  1995 


APPOINTMENTS 


LOCUMS 


ncc 


NATIONAL 
CO-OPERATIVE 
CHEMISTS  LTD 


AREA  MANAGER 

An  opportunity  has  arisen  for  a  suitably  experienced 
Pharmacist  to  join  our  senior  management  team  at 
Area  Manager  level.  This  position  is  based  in  South 
East  London. 

The  post  offers  exciting  opportunities  to  join  a  modern, 
progressive  and  expanding  national  pharmacy  chain. 

Applicants  should  be  able  to  demonstrate  a  proven 
track  record  in  management,  along  with  the  drive  and 
enthusiasm  to  continue  the  development  of  up  to 
20  branches. 

The  post  offers  a  competitive  remuneration  package, 
including  superannuation  scheme,  a  company  car, 
and  assistance  with  relocation  expenses. 

Interested?  Please  write  with  (  V  to: 

Mr  R  A  Carrington,  MRPharmS,  Superintendent 

Chemist  &  CEO,  NCC  Ltd 

Briscoe  Lane,  Newton  Heath,  Manchester  M40  2BE 
Closing  date:  Friday  7  July  1995. 


BASILDON,  ESSEX.  Pharmacist  Manager 
or  long  term  locum  required.  Newly 
registered  considered.  Attractive  package. 
Ring  daytime  01268  286V)'),  evening 
01X1  -Sc)9  4466  or  send  CV  to  Kingswood 
Chemist.  144  Clayhill  Road.  Basildon, 
Essex  SSI 6  5DF. 

SOUTHAMPTON.  Pharmacist/Manager 
required  for  busy  community  pharmacy. 
Pari  time  or  job  share  also  considered. 
Minimum  paperwork,  excellent  staff, 
negotiable  salary.  Please  telephone  Mr  R. 
Bradshaw  on  01703  863123  or  01703 
660S42. 

ENTHUSIASTIC  part-time  pharmacist 
required,  (not  locum  rate),  pleasant 
environment,  hours  adjustable.  Tel:  0181- 
348  9301 


SHOEBURY,  ESSEX.  Pharmacist  Manager 
or  long  term  locum  required  for  busy  in- 
store  pharmacy.  Telephone  Mr  Y.  Jones  on 
01702  2977CK>. 

BRAIN  TREE,  ESSEX.  Pharmacist 
Manager  or  long  term  locum  required  for 
an  interesting,  easily-run  pharmacy. 
Minimum  paperwork.  Telephone  01376 
520052  or  01763  248440  anytime. 

MAIDSTONE,  KENT.  Pharmacist 
Manager  required  lor  a  pleasant 
community  pharmacy.  Hall  day  Saturday. 
Applicant  should  be  able  to  adapt  to  the 
changing  role.  |ob  share  and  sell  employed 
considered.  Terms  and  conditions 
negotiable.  Tel:  01923  771187  ot  0171- 
722  5221. 


LOCUMS 


MOSS  LOCUM 

CHEATS  DISPENSERS 
•  Middlesex  •  Surrey 

Moss  Chemists  require  Locum 
Dispensing  Technicians.  Own 
Transport  Essential. 
Please  apply  with  CV  to: 
Mr  Roger  Cotton  MRPharmS, 
Moss  Chemists,  Fern  Grove, 
Feltham,  Middlesex  TW14  9BD. 
Tel:  (daytime)  0181  890  9333, 
(after  7.30pm)  01276  26429. 


BURY,  LANCASHIRE.  Li  >ng  term  locum 
pharmacist  wanted  tor  easily  run  shop. 
Rjng  Mr  Desai  0161  764  S0S4  or  01  16 
2858151  (evenings). 


OXEORD.  Locum  required  2  days  per  week 
for  easily  run  pharmacy.  Telephone  01865 
244468  or  01908  648862  (evenings). 


TAMWORTH.  Locum  required  at  essential 
small  pharmacv  to  cover  maternity  leave 
Octobet  1995,  Mon-Fn  only  9-5. 30pm. 
Please  tel.  01827  262488  for  enq. 


Provincial  Pharmacy 
Locum  Services  JK 


We  have  over  3,000  pharmacists 
registered!  Plus  experience  of  handling 
over  100,000  bookings  NATIONWIDE! 

OUR  BUSINESS 

Place  your  locum  problem  in  the 
hands  of  our  experienced  co-ordinators.  ^ 
We  will  inform  you  the  moment  cover  ^fj 
is  found  We  leave  you  to  get  on     j  CARDIFF 
with  doing  what  you  do  best,  |012225W174l 
running  your  business. 

PLEASE  CALL  NOW! 


BIRMINGHAM 

0121-233  0233 


MILTON  KEYNES 

Locum  required  2  days  per  week  -  suit  newly  retired  person  who  wants  to  escape 
from  busy  dispensing.  Easy  hours.  Ring  01865  244468  days.  01908  648862  eves 


BUSINESS  FOR  SALE 


Frankland  &  Co. 


STOCKTAKERS,  VALUERS  &  TRANSFER  AGENTS 


2I9  Harrison  Road,  Belgrave,  Leicester,  LE4  6QN 
ephone:  (01  1 6)  266  5299  Facsimile:  (01  1 6)  26 1  0284 


SPECIALIST  IN  PHARMACY  STOCKTAKING, 
VALUATION  AND  TRANSFERS  NATIONWIDE 

If  you  are  considering  selling  your  business  or 
interested  to  buy  one,  contact: 

Mr  R.  A.  Hickinbofham  for  a  confidential  discussion 


Comprehensive 
stocktaking  and 
business  transfer 


ALLIANCE  VALUERS  & 
STOCKTAKERS 

Telephone:  Harrogate  (01423)  531571 


We  have  a  range  of  good  quality  pharmacies 
for  sale  in  many  areas,  with  new  instructions 
received  regularly. 

BUYING  OR  SELLING  CONTACT  US  NOW! 


BUSINESS  OPPORTUNITY 


BUSINESS  OPPORTUNITY 

Does  50%  PROFIT  on  cost  from  additional  sales  to  your 
existing  customers/patient  base  &  regular  repeat  sales 

APPEAL? 

Telephone  John  Judge  Mrps 
01227  700850 
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PRODUCTS  AND  SERVICES 


The  Power 
of  the  Multiples. 


UK's  fastest 
growing  network  of 
independent 
pharmacists 

(over  450  members) 

 the  Privilege 

of  Independence. 


Wish  to  become  a  member?     NUC3XC  Die 
Please  contact  us  Today.         447  Kenton  Road 

Harrow 

Middlesex  HA3  OXY 

Tel:  0181-732  2772 
Fax:  0181-732  2774 


Ttavell&r 


TRAVEL  APPLIANCES 
MEDIELITE  PLC 
0181-841  4144 


Ihaveller 

Traveller 

NETT  PRICE 

I 

TRA3 

Travel  plug  4  Briton  going  Abroad 
Superpluq  I  Visitors  from  UK 
UniversafPlug  Adaptor 

T 

I 

J.  J  J 

R 

TRA4 

R 

4  46 

A 

TRAl 00 

A 

n 

8  05 

V 

TRA6 

Super  Transformer  65W 

V 

10  95 

E 

TRA7 

Super  Transformer  MKl  l  100W 

E 

16.43 

L 

TRATCNl 

Plug  from  Britain  to  Europe 

L 

.90 

L 

TRATCN2 

Plug  from  Britain  to  USA  &  Aust. 

L 

.90 

E 

TRATCN3 

Plug  from  Europe  to  UK 

E 

2  19 

R 

TRAFITT98 

Plug  N/S  America  &  UK  to  Europe 

R 

L90 

* 

TRAHDl 

Travel  Dryer  Dual  Voltage 

* 

5.25 

* 

TRATSl 

Travel  Steam  Iron 

* 

9.65 

t 

TRATJl 

Mini  Travel  Jug  2  Cups  DA  ll  0/240 

* 

8.60 

I 

TRATJ6 

Automatic  Travel  Jug  Kettle  DA 

T 

10.00 

R 

MEDAC 

Travel  Alarm  Clock 

R 

2.99 

A 

TRABO 

Buzz  Off  Mosquito  Killer 

A 

3.21 

V 

TRABODV 

Buzz  Off  Mosquito  Killer  Dual 

V 

3.75 

E 

TRABOUK 

Buzz  Off  UK  Plug  1 3  amp 

E 

3.20 

I 
I 
E 
R 

TRABOREF 

Buzz  Off  Refills  Tablets 

L 
L 
E 
R 

1.65 

Buy  any  twelve  products  from  above  and  get 
★  ★  ★  ★  TCN1  Travel  plug  free  of  charge  *  *  *  * 
Medielite  pic 

Belvue  Business  Centre,  Units  16/17  Belvue  Road 
Northolt,  Middlesex  UB5  5QQ 


Do  you  have  a  product  or  service  to  promote? 
If  so  contact  Nick  Fisher,  Chemist  and  Druggist 
Classified  Department  on:  01 732  377272 


Free  entries  in  "Business 
Link"  (maximum  30 
words)  are  restricted  to 
community  pharmacist 
subscribers  to  Chemist  & 
Druggist.  No  trade 
advertisements  will  be 
permitted.  Acceptance  is 
at  the  discretion  of  the 
Publishers  and  depends 
upon  space  being 
available.  Send  proposed 
wording  to  "Business 
Link"  using  the  form 
printed  alongside. 

Appointments,  situations 
wanted,  and  businesses 
for  sale  will  be 
incorporated  as  lineage 
advertisements  under 
the  appropriate 
Classified  headings. 


To:  Business  Link,  CHEMIST  &  DRUGGIST,  Miller  Freeman  House,  Sovereign 
Way,  Tonbridge,  Kent  TN9  1RW. 

PLEASE  COMPLETE  IN  BLOCK  CAPITALS 


Surname 


First  names  

Address  

 Postcode 

Personal  RPSGB  Registration  number  

Telephone  Number  

I*roposed  advertisement  copy  (maximum  30  words) 
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K.  Waterhouse  Ltd 


Chemist  Wholesalers 

UNIT  22,  SHERATON  BUSINESS  CENTRE,  WADSWORTH  CLOSE,  PERIVALE,  MIDDLESEX  UB6  7JB 

Tel:  01 81  998  971 5  Fax:  01 81  998  0657 


IT'S  "BASIC  INSTINCT"  TO  COMPARE  PRICES  -  BUT  WHEN 
YOU  OPEN  OUR  PRICE  LIST,  THE  ONLY  THINGS  YOU  WILL 
HAVE  TO  UNCROSS  ARE  YOUR  FINGERS! 

The  following  offers  valid  until  end  of  June: 


•  NEW  CLAIROL  NATURAL  INSTINCTS 
HAIR  COLOUR  NOW  IN  STOCK 
a 

-  STOCK  THIS  SUPERBLY  PACKAGED 
RANGE  FOR  FAST  REPEAT  SALES 

•  ORAL-B  -  THE  BRAND  LEADER 
IN  TOOTHBRUSHES 

-  WITH  OUR  ORAL-B  PRICES  YOU  CAN 
RETAIN  THAT  SHIRT  ON  YOUR  BACK 
AND  GET  A  FREE  T-SHIRT  TOO! 

•  GILLETTE  SERIES  MALE  GROOMING  RANGE 
INCLUDING  "COOL  WAVE"  AND  "WILD  RAIN" 

-  CUT  THROAT  SPECIALS  AVAILABLE  ON 
THE  WHOLE  RANGE 

•  MUM  BODY  RESPONSIVE  ANTIPERSPI RANTS 

-  RING  US  NOW  FOR  OUR  PRICES. 
THEY  ARE  SO  GOOD,  WE  HAD  TO  KEEP 
MUM  -  NOT  TO  UPSET  THE  COMPETITION 

Remember  -  We  stock  almost  10,000  lines  including  Generics  -  Pi's  -  Counter  Medicines  - 
Dressings  -  Containers  -  Packed  Goods  -  Films  and  Batteries  -  Toiletries  -  Baby  Goods 

Ring  Now  for  Quick  Delivery  and  Price  List 


BUSINESSlink 


A  FREE  Service  for  Chemist  &  Druggist  Subscribers 


EXCESS  STOCK 


TRADE  LESS  30%  -  4  OP  Humulin  I,  3 

OP  Humulin  S.  Tel:  01452  522951. 
TRADE  LESS  60%+VAT+POSTAGE  - 

Convatec  stoma  wafers  S100  5x35, 
Hollister  drain  stoma  pouches, 
Karaya  seal  code  3225  6x30.  Tel: 
01252  23289. 

TRADE  LESS  20%+VAT  -  1x30 
Sandimmun  lOOmg  (exp  9/97).  Tel: 
0113  2843232. 

TRADE  LESS  30%+VAT+POSTAGE  - 
154  Sandimmun  100mg(exp  12/97),  8 
Sandimmun  50mg  (exp  12/97),  24 
Sandimmun  25mg  (exp  11/97).  Tel: 
01924  452095. 

TRADE  LESS  50%+VAT+POSTAGE  - 
Metrodin  amps  10x75iu  (exp  2/96). 
Tel:  01684  540246. 

TRADE  LESS  40%  -  Biotrol  elite  32840 


10x30.  Tel:  01708  524015. 
TRADE   LESS   30%+VAT   -  3x100 
Celance  lmg  long  date.  Tel:  01626 
863093. 

TRADE  LESS  40%+VAT  -  40  Prograf 
5mg,  500  Fenopron  300mg,  350  Beno- 
ral,  5x4ml  Zofran  8mg.  Tel:  01223 
246535. 

TRADE  LESS  35%+VAT  -  4x500ml 
Droleptan  syrup,  Ditropan  5mg,  2 
Suprefact  nasal  sprays.  Tel:  0181-360 
221° 

TRADE  LESS  40%+VAT+POSTAGE  - 

12x10  Simpla  Trident  leg  bags  500ml 
short  tube  ref  370807.  Tel:  01263 
712160. 

TRADE  LESS  40%+VAT  -  Aldactone 
lOOmg  2x28  (exp  1 1/97),  65  Aldactide 
25mg  (exp  9/96),  28  Bambec  lOmg 
(exp  11/96),  2x28  Carace  lOmg  (exp 
10/95),  175  Froben  50mg  (exp  6/95). 
Tel:  01268  553295. 


TRADE  LESS  60%  -  Ubretid  5mg  (exp 
7/95),  trade  less  50%  •  Predfoam  14 
(exp  1 1/95),  Sinemet  275mgxl34  (exp 
12/95),  plus  many  others.  Tel:  01352 
752050. 

FOR  SALE 

COUNTER  STOCK  -  Toiletries,  cos- 
metics, Afro  and  baby  products, 
some  dispensary  equipment,  all  rea- 
sonable offers  considered  Tel:  0181- 
252  6717  pm. 

TRADE  LESS  30%  -  Rimmel  current 
stock,  total  stock  to  go  as  a  package 
&S25+VAT.  Tel:  01482-351022. 


WANTED 


PROPRIETARY  &  GENERIC  PHAR- 
MACEUTICALS -  Complete  and 


split  packs  taken  Tel;  01482  354260 
GERIMAX  TABLETS  -  any  quantity 

up  to  250.  Tel:  01493  842737. 
MAN  REX  EQUIPMENT  -  Good  condi- 
tion. Tel:  0141-647  6203 

ACCOMMODATION 

NEAR  LONDON  WEST  END  BY 
CAR,  BUS  OR  UNDERGROUND  - 

Flat  to  let,  available  beginning  of  July, 
large  2  bed  CH,  flexible  letting 
arrangements  to  pre-reg  students  or 
pharmacists.  Tel:  01702  710612/- 
73718. 

MAINLAND  GREECE  -  Stopua  in  the 
Peloponnese,  quiet  picturesque  vil- 
lage with  all  amenities,  5  minutes 
walk  from  sandy  beach,  sleeps  6, 
from  S150  per  week.  Tel:  01803 
883318. 


EXCESS  STOCK  CAUTION 

Pharmacists  are  responsible  for  the  quality,  safety  and  efficacy  of 
medicines  they  supply.  In  purchasing  from  sources  other  than 
manufacturers  or  licensed  wholesalers,  they  must  satisfy  them- 
selves about  product  history,  conditions  of  storage  and  so  on. 
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PHARMACY  COMPUTERS 


STOCKTAKERS 


PACE  jteta 


Computers 


Professional  Patient  Recording  and  Labelling  For  Professional  Pharmacies 

When  you  replace  your  old  labelling  equipment  you'll  want  a  fast, 
efficient  system  that's  simple  to  use.  You  will  demand  a  system 
with  guaranteed  data  security.  You  will  require  a  system  with  a 
proven  track  record  that  won't  let  you  down.  But  if  you  would 
also  like  12  months  interest  free  credit  -  you  must  fiave 
Pace  Beta,  the  professionals  choice 
To  arrange  a  no-obligation  demonstration  in  your  pharmacy. 

•E»  0161-941  7011 

PACE  BETA  COMPUTERS,  FREEPOST  ALM  1610,  ALTR1NCHAM  WA14  1AR 


PiUS  -  P&tmctt  medication  Records 
POSHH  Checkout  -  EPOS 
Hadley  Hutt  Computing  Ltd 

George  Bayliss  Road,  Droitwich, 
Worcs.  WR9  9RD 
[Telephone:  01905  795335 
Fax:  01905  795345 


PROMOTED 


urn  a  lxo 


PHARMACY  INSURANCE 


Professional  Indemnity  & 
Legal  Defence  costs  Insurance 

Suitable  for  hospital  employee,  retail  employee, 
locum  pharmacists  and  pharmacy  proprietors. 

£1,500,000  protection  in  the  event  of 
dispensing  or  other  errors  -  more  if  required. 

Legal  defence  costs  Insurance  from  46p  per  week! 

Industrial  Tribunals    Priding  for:    :>  Coroners  Inquests 
Statutory  Committee  &  other  hearings       #  24hr  legal  advice 

0121-236  003 


STOCKTAKERS 

Frankland  &  Co. 


STOCKTAKERS,  VALUERS  &  TRANSFER  AGENTS 


219  Harrison  Road,  Belgrave.  Leicester,  LE4  6QN 
Telephone:  (0116)  266  5299   Facsimile:  (01  16)  261  0284 

SPECIALISTS  IN  PHARMACY  STOCKTAKING  NATIONWIDE 


Comprehensive 
stocktaking  and 
business  transfer 
service 


\QUALIT\ 

ASM  KklMIKC  \M/  \  I  ION 


your 
space?  Call 
Nick  Fisher 
01732  377272 


FRANK  G.  MAY  &  SON 

EFFICIENT  PERSONAL  SERVICE 


STOCKTAKERS  +  VALUERS 
BUSINESS  SALES  AGENTS 
PHARMACIST  LOCUM  AGENTS 


5  S  I  MICHAELS  K0.  MAIDSTONL.  KKNT. 
I  LL/tAX  MAIDSTONL  (01622)  754427 
MOBII  E (0589) 367605 


STOCK WANTED 


WANTED 

Old  chemist  shop  fittings,  drug  runs,  bow 

cabinets  etc. 
Complete  shop  interiors  purchased.  We  try 
hardest,  travel  furthest,  pay  more. 
Telephone  01327  349249 
Eves  341192 
Fax:  01327  349397 


SHOPFITTINGS 


WE  WORK  IN  A  PHARMACY  EVERY  DAY, 

JUST  LIKE  YOU... 

We  understand  the  pressures  and  constraints  of  running  a  modern  retail 
pharmacy, 
JUST  LIKE  YOU.. 

We  strive  for  professionalism,  service  and  trust, 
and 

JUST  LIKE  YOU., 
we  are  approved  by  the  NPA. 

Just  a  few  reasons  why  successful  Pharmcists  have  chosen 
us  to  plan  and  refit  their  business  environment. 
Edison  Road,  St.  Ives  Industrial  Estate,  __^!SSSS^^^^ai 
St.  Ives,  Huntingdon, 
Cambridgeshire  PE17  4LF 
Telephone  St.  Ives  (01480)  494262 
Fax  (01480) 495826 


WOODSTYLp 


6i|0PFlJ|"lN<; 

FROM  LOW  COST  PERIMETER  SHELVING  TO 
UPMARKET  PERFUMERY  SHOWCASES  TRADITIONAL 
OR  CONTINENTAL  DISPENSARIES 

CONTACT  MARTIN  BAGG  FOR  A  COMPLETE 
SHOPFITTING  SERVICE  FOR  THE  PHARMACIST 

01392-216606 


kVl*  SHOPFITTERS 

Specialists  in  Pharmacies  (National  coverage) 

Anything  from  a  Gondola  to  a  dispensary  to  a  complete  refit  at 
very  competitive  prices. 

Contact  ANDREW  MYLAND  ON 

(01733)  576554  or  (0850)  410866 
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SUMMIT  LTD  UNIT  11  BEECHINGS  INDUSTRIAL  CENTRE 
BEECHINGS  WAY,  GILLINGHAM,  KENT,  ME8  6PS  -  TEL.:  1634/262282  -  FAX:  1634/262283 


ICAS  srl  S.S.  415  PAULLESE  KM.  28,650  -  26010  VAIANO  CREMASCO  (CR)  -  TEL.  (0373)  278045  r.a.  -  FAX  (0373)  278107 
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nnounce 


exam  successes 


The  College  of  Pharmacy  Prac- 
tice has  announced  the  results  of 
its  spring  examinations. 

In  assessment  A  (supply  and 
dispensing  of  medicines),  45  of 
the  48  candidates  passed. 

In  assessment  B  (specialist 
knowledge),  38  of  the  45  were 
successful. 

In  assessment  C  (practice  rel- 


ated problems),  23  of  the  25  stu- 
dents succeeded. 

In  assessment  D  (practice 
reports  and  oral  presentations) 
all  four  taking  the  exam  passed. 

The  closing  date  for  registra- 
tions to  autumn  assessments  D,  E 
( objective  structured  practice 
examination)  and  F  (pharmacy 
practice    research    project)  is 


August  11.  Reports  for  assess- 
ments D  and  F  must  be  submitted 
by  August  25. 

Gary  Choo,  Keighley,  and 
Hilary  Eadon,  Rickmansworth, 
have  completed  the  membership 
examination. 

For  further  details,  call 
Michelle  Chaplin  at  the  CPP.  Tel: 
01203  692400. 


Eibble  Marians'  Ebola  appeal 


David  Ratcliffe  has  taken  it  upon 
himself  to  raise  funds  for  the  peo- 
ple in  Zaire  affected  by  the  out- 
break of  Ebola  virus. 

The  proprietor  of  the  Central 
Pharmacy  in  Middleton,  Greater 
Manchester,  has  launched  an 
appeal  in  his  role  as  the  chairman 
of  the  inter  national  services  com- 
mittee of  the  Ribble  Valley  Rotar- 
ians.  "It  could  be  a  problem  if  it 
spread  worldwide,"  he  says. 


The  Rotary  club  made  an  initial 
donation  of  S250  and  further 
appeals  were  made  through  Mr 
Ratcliffe's  local  newspapers. 
Money  raised  has  been  sent  to  the 
World  Health  Organisation. 

Donations  to  the  'Rotary  Club 
of  Ribblesdale  Zaire  Appeal  '95' 
can  be  made  at  any  branch  of 
National  Westminster  Bank  on 
account  number  25237616  (sort 
code  01-02-14). 


It's  immense 

Its  the  Imodium 
Display  Giveaway! 


The  latest  £50  Cash  winners  are: 


Alison  Brant 

B  H  Heaps  Ltd 
Scarborough 

val  Hodgson 

W  H  Chanter  Ltd 
Bradford  4 

p  Hellier 

Chestergate  Pharmacy 
Macclesfield 

D  Parmar 

298  Woodborough  Road 
Nottingham 


Alice  Kew 

Silverman  Chemist 
Sutton 

S  Law 

Sadlers  Chemist 
London  SE22 

Patricia  Platts 

Elms  Pharmacy 
Leigh 

Mrs  Enid  Christie 

J  Rayner  Ltd 
Datchet 


And  remember: 

There's  a  weekend  in  Paris  to  be  won! 

it  pays  to  display  Imodium. 

Contact  your  Centra  Healthcare  Territory  Manager  for  details 


on  01494  450778 

Entry  open  to  pharmacy  assistants  only. 


For  the  children 

The  loss  of  a  child  from  illness  is 
a  terrible  thing  -  especially  when 
the  disease  has  no  cure. 

Three  years  ago,  Tay  Sachs  dis- 
ease, a  genetic  disorder  affecting 
the  nervous  system,  claimed  the 
life  of  David  Rose,  two  months 
before  his  fourth  birthday 

His  pharmacist  father,  Brian, 
has  taken  up  the  cause  of  both 
funding  a  search  for  the  cure  and 
boosting  awareness  of  the  need 
for  parental  carrier'  screening. 
Although  perceived  as  a  minority 
disease,  the  carrier  rate  for  Tay 
Sachs  in  the  European  Jewish 
population  equals  that  for  cystic 
fibrosis  in  the  whole  population. 

Mr  Rose  is  seeking  minimum 
donations  of  £10  to  be  sent  to  the 
David  Rose  Tay  Sachs'  fund,  in 
return  for  which  he  is  offering 
copies  of  'For  the  children',  a  col- 
lection of  poems  and  stories  by 
authors  such  as  Victoria  Wood 
(cover  price  £4.99). 

Reckitt  &  Colman  is  also  donat- 
ing to  the  cause.  Cheques  should 
be  sent  to  Brian  Rose,  Scholes  & 
Lomax,  Russell  Street,  Eccles, 
Manchester  M30  0NU. 


APPOINTMENTS 


SPGC  elects  new 
standing  committee 

The  Scottish  Pharmaceutical 
General  Council  has  elected  its 
new  standing  committee,  headed 
by  chairman  Andrew  Taylor  and 
vice  chairman  George  Romanes. 

Frank  Owens,  representing 
Forth  Valley;  John  Gilbride, 
Greater  Glasgow;  and  James 
Allan,  Lothians,  were  newly 
elected  to  the  committee. 

The  following  were  re-elected: 
Scott  McConnell,  Ayrshire  & 
Arran;  Gilmour  Milligan,  Dum- 
fries &  Galloway;  David  Forbes, 
Grampian;  Ian  Caldwell  and  Eliz- 
abeth Roddick,  Greater  Glasgow; 
Ron  Shiels,  Highland;  Ian  John- 
stone and  Robert  Williams, 
Lanarkshire;  and  James  Gillespie 
and  Ian  Cowan,  Company  Chem- 
ists' Association. 


Kenneth  James  has  been 
elected  honorary  member  of 
the  Society  of  Cosmetic 
Scientists  where  he  is  external 
examiner  and  member  of  the 
education  committee.  He  is  a 
Fellow  of  the  Royal  Pharm- 
aceutical Society  and,  prior  to 
retiring,  was  based  at  the 
Welsh  School  of  Pharmacy. 
Chris  Sellers  has  been  pro- 
moted from  deputy  to  man- 
aging director  of  IRI  Infoscan,  a 
retail  data  and  marketing 
intelligence  service  to  retailers 
and  manufacturers. 
The  Royal  College  of  General 
Practitioners  has  appointed 
Richard  Bagnall  as  dev- 
elopment officer. 


Having  just  completed  their  Multiple  Retail  Pharmacy  Training  Group 
pre-reg  training,  30  students  were  celebrating  at  a  recent  dinner  at  the 
Jarvis  International  Hotel,  Cranford,  Middlesex.  The  MRPTG  is  run  by 
Moss  Chemists,  hut  pre-reg  and  manager  courses  are  open  to  all 
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Your  next 
advertisement  could 
die  from  poor 
circulation. 


An  advertisement  lives  or 
k  dies  by  the  people 
who  see  it. 

So  how  can  you  be  sure 
your  advertisements  are 
running  in  a  publication  with  a 
healthy  circulation? 
It's  as  easy  as  ABC. 
The  Audit  Bureau  of 
Circulations  provides  the 
industry-standard  independ- 
ent verification  of  circulation 
figures,  providing  accurate  and 
honest  data  for  nearly  three 
thousand  titles. 

Audit  Bureau  of  Circulations  Ltd..  Blad  Prince  Yard,  207-209  High  Street,  Berkhamsted,  Herts  HP4  I  AD  Tel:  0 1 442  870800  Fax:  0 1 442  877407 


By  letting  ABC  auditors 
thoroughly  examine  the 
publication's  circulation  data, 
you'll  know  the  publisher  has 
nothing  to  hide. 

Book  your  next  advertise- 
ment in  a  publication  with  a 
STANDARD  ABC  Certificate 
and  you  can  be  sure  its  circula- 
tion is  up  to  the  mark. 

But  if  a  title  can't  back-up 
the  figure  with  an  ABC 
Certificate,  your  advertisement 
may  need  an  urgent  transplant 
to  a  publication  that  can. 


Cut  out  and  return  the 
coupon  and  give  your 
advertisement  the  chance  of  a 
long,  and  healthy  life.  Or  you 
could  be  the  one  feeling  sick. 
No  ABC.  No  guarantee. 
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Please  send 
me  more 
information 
about  the 
ABC  and  its 
activities. 

Name: 


ABC 

AUDIT  BUREAU  OF  CIRCULATIONS 
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Position: 


Company: 
Address: 
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THE 


BIGGEST 

NEWS  FOR  EARS  IN  YEARS 


•  Otex  is  now  the  undisputed  brand  leader 
amongst  proprietary  ear  wax  preparations. 

•  The  total  value  of  the  ear  wax  market 
has  grown  a  staggering  37%  since  Otex 
was  launched. 

•  In-pack  survey  results  show  9  out  of  1 0 
users  find  Otex  effective. 

•  Almost  90%  of  Otex  purchasers  surveyed 
said  they  would  buy  Otex  again. 


And  here's  why.. .Otex  has  a  unique, 
dual-action  formula  that  not  only  softens 
hardened  ear  wax  but  then  goes  on  to 
help  it  fragment  and  disperse.  Otex  is 
clinically  proven  to  reduce  the  need  for 
syringing. 

With  a  massive,  new  national  TV  and 
press  campaign  scheduled  for  this  year, 
it  can  only  mean  one  thing  ...  even  bigger 
news  for  your  pharmacy  sales. 


EAR  DROPS 

CLINICALLY  PROVEN 
TO  DISPERSE  EAR  WAX 
AND  REDUCE  THE  NEED 
FOR  SYRINGING 


OTEX  Registered  Trademark  and  Product  Licence  held  by  Diomed  Developments  Ltd  ,  Hitchin.  UK.  Distributed  by  DDD  Ltd  ,  94  Rickmansworth  Road,  Wattord,  Herts,  WD1  7JJ  Active  Ingredient:  5  0%  w/w 
Urea  hydrogen  peroxide  Directions:  Tilt  head,  and  gently  squeeze  5  drops  into  ear.  Leave  for  a  few  minutes  and  (hen  wipe  surplus  with  tissue  Repeat  once  or  twice  daily  for  approximately  3-4  days  or  until 
symptoms  clear  Indications:  For  the  removal  of  hardened  ear  wax  Precautions:  Do  not  use  if  sensitive  to  ingredients,  if  ear  drum  is  damaged,  if  there  is  any  other  ear  disorder  (such  as  inflammation),  or  if 
any  other  preparation  is  being  used  in  the  ear.  If  in  doubt,  or  if  there  is  a  history  of  ear  problems  seek  medical  advice  before  use  Keep  away  from  eyes  If  irritation  or  pain  occurs  during  use.  or  if  symptoms 
persist,  stop  treatment  and  consult  your  doctor.  Keep  all  medicines  out  of  the  reach  of  children.  I  FOR  EXTERNAL  USE  ONLY  |  Legal  category:  Qp]  Packs:  Bottles  of  8  ml  (PL  0173/0151).  price  £3.25. 


